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Does tv efficiency 


equal print for frozen 
food advertiser? 
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THE STATION WITH 
NINE LIVES 


In tune with Texas’ taste — 
closer to Houston’s heart — 
the right combination of 
shows and showmanship. 


P. 0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 
HOUSTON CONSOLIDATED TELEVISION CO. 
General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 
NATIONAL REPRESENTATIVES: 
Geo. P. Hollingbery Co. 
500 Fifth Avenue, New York 36, New York 





KTRK-TV 


THE CHRONICLE STATION, CHANNEL 13 





Turn to page 17—> 
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New York Vimebuyen: 


Measure KWTV’s famous 1572’ tower for yourself! 


walk from 
Grand Central Terminal 
up or down 


Park Avenue 


6 FULL BLOCKS 
(% mile) 


Omnis oii 

















Some tower ? Some SALESpower ! 


KWTY « 


OKLAHOMA CITY 
The tower with 1572 feet of GALE: Sonwer in Oklahoma! 


Get the story from AVERY-KNODEL 
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What's 
eomng on 
in there? 


“Just about the most important business in 
America ... the education of the future citizen.” 
—United States Department of Health, Educa- 
tion and Welfare 


The NBC Owned Radio and Television Sta- 
tions are now engaged in a 6-week KNOW 


YOUR SCHOOLS project, exploring on an 


unprecedented scale the educational needs 
of their home communities. 


Essentially a local level operation, with ac- 
tive support from school boards, Parent- 
Teacher Associations, colleges, and other 
local organizations, KNOW YOUR 
SCHOOLS is also receiving full cooperation 
from the U.S. Department of Health, Edu- 
cation and Welfare, the U.S. Office of Educa- 
tion, the National Education Association, 
and other national groups. 


The NBC Owned Stations are using their 
highly successful IMPACT PUBLIC SER- 
VICE technique to probe problems like: 
overcrowded schools, underpaid teachers, in- 
adequate financing, deficient curricula. 


They are developing special programming: 
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panel shows, interviews, talks, feature events, 
contests, and documentary dramas. 


They are, in addition, contributing talent, 
facilities, and a total of $1,000,000 in air- 
time — 200 program hours, 3,000 public ser- 
vice announcements. 


The objective, in the words of Marion B. 
Folsom, Secretary of Health, Education and 
Welfare: to stimulate “better citizen un- 
derstanding of the schools.” And, beyond 
that: to foster productive solutions, and to 
inspire concrete community action. 


When this six-week project comes to a close 
during American Education Week in mid- 
November, NBC will make a full report, 
documenting the techniques employed and 
the results obtained. NBC hopes its KNOW 
YOUR SCHOOLS project will serve as a 
blueprint by which local stations in other 
communities will help solve one of America’s 
most fundamental problems. 


NBC Owned Stations 


WRCA, WRCA-TV, NEW YORK * WRCV, WRCV-TV, PHILADEL- 
PHIA ¢ WRC, WRC-TV, WASHINGTON * WNBC, W KNB, HART- 
FORD-NEW BRITAIN * WMAQ, WNBQ, CHICAGO * WBUF, 
BUFFALO * KRCA, LOS ANGELES * KNBC, SAN FRANCISCO 
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We're selling more sets in booming San Diego 

















In San Diego County alone, there are 
297,450 TV sets.* 


In Channel 8’s coverage area, there are 
497,952 TV sets.** 


in San Diego, there are more people 
watching Channel 8, on more sets, 
than ever before. 


Source—* San Diego Bureau of Home Appliances 


®°® Sales Management May 10, 1957 Survey of Buying Power 

















KFMB@T 


WRATHER-ALVAREZ BROADCASTING.INC, 


SAN.D! 
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No matter how 
you slice it! 
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37 ARMCHAIR ATHLETICS Area 13 Counties 


Huge audiences for televised sports 


chalk up sales records for sponsors ? bh) % M 0 RE M A K K ET 
40 TV INSURANCE COVERAGE 


Prudential uses a twentieth-century th th ther Rochester Ch j 
an e@ orner rochester Channe 


medium to build business and good will ’ ' 
Whether interested in Market Coverage, 
Daytime Circulation or Nightime Circulation, 





















44 TYPICAL PROMOTION MANAGER we frankly don't know. Choose whatever 
yardstick you wish .. . pick your method and 


Survey reveals some vital statistics | you'll find it stacks up for WROC-TV. 


. : : WROC-TV and only WROC-TV can guarantee 
on the composite tv p.m. man and woman maximum circulation throughout the Roch- 


ester AREA. 
46 FROZEN-FOOD MARKETING | WROC-TV cHaynnet 5 
Video tops print in reaching freezer A Transcontinent Television Corporation Station 
Represented Nationally By 
owners and customers for frozen foods PETERS, GRIFFIN, WOODWARD TELEVISION SALES 


SECOND GENERATION 


_ 
AA 
a) 


Tv scions find following in fathers’ 


* 
broadcasting footsteps most attractive 6 ~*s an ideal 
lomm 





DEPARTMENTS Projector 


13 Publisher’s Letter 57 Spot Report 


Report to the readers Digest of national activity 


Pith le for use with 


17 Letters to the Editor 


> 
S 





The customers always write The November line-up 
. - 
29 Tele-scope 69 Washington Memo 
What's ahead behind the scenes Tv and Capitol Hill ] Icon 
33 Business Barometer 82 Wall Street Report ° 
Measuring the trends The financial picture | chains 
35 Newsfront 87 In the Picture 
The way it happened Portraits of people in the news 
/ 53 On Film 88 In Camera see page 5 2 
Roundup of news The lighter side 
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INTERURBIA 


Producing More Food Sales Than Any 
Metropolitan Market In The Two Carolinas 
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dominated by wfmy-tv - channel 2 


More people buy more grocery items in North Carolina’s Interurbia than 
in any other metropolitan market in the two Carolinas. Get full coverage 


of this great market plus the entire Industrial Piedmont with WFMY-TV 
where total food sales exceed $457,466,350 













GREENSBORO-HIGH POINT- 
WINSTON-SALEM 
(3 Stetions) 


Winston - so Forsyth County—Map Laocat 
Mee SKDS consumer market map and dats, 
ning of the Stat 








wtmy-tv 
GREENSBORO, N. C. 
Represented by 


Harrington, Righter & Parsons, Inc 


New York « Chicago * San Francisco « Atlanta * Boston 


2 
Oo 
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| Advertisement 


HOW MANY{RIGHTS 
MAKE A WRONG? 


Television 





We have a notion that advertisers and viewers alike suffer-where-they-live, 


VOL. V No. 6 | when a station engages in the lucrative but ill-advised practice of triple-spotting. 
Publisher 
S. J. Paul 

Editor Can a twenty-eight-second break be persuasive or meaningful when filled 
Art King 


with more than two regular commercials? 
Film Editor ” 


David Yellin 
Associate Editors 
Daniel Richman 
Bill Greeley interesting—sure commercials are necessary (most everyone recognizes the 
Assistant News Editor : 
Jonah Gitlitz 


Consider the viewer’s point of view: “Sure commercials (most of them) are 


part commercials play in making possible the finest home entertainment in the 





Washington Correspondent world). Sure they’re informative—but how much can I absorb and remember? 
David Stewart Won’t my attention be dulled—my appetite blunted? How many appeals, urgings, 
7 
Eastern Sales Manager and sells can I take and still respond? What price is my annoyance?” 
Don Kuyk 
Advertising Representative 
Al Parenty Take the advertiser: He’s spending thousands—millions—to put his best 
Pusdpetan Warester foot forward. Millions to create wantmanship, build urge to buy, make a favorable 
Fred Lounsbury 
Advertising, Sales Service | climate and positive attitude for his product. He’s depending on TV’s ability 
esi nt Eitkaes | to penetrate homes of millions and relying on stations’ built-in goodwill with 
H. C. Gainer | viewers so his sell will register with a wallop. 


Reader’s Service Dept. 
Marcia Krinsley 
Business Office With three pitches in twenty-eight seconds or even in one minute—what’s 
etnies Tee the rate of dilution? What’s the ADALQ*? 
333 North Michigan 
Tel: FRanklin 2-7100 
West Coast Representatives 
Duncan A. Scott & Company because, frankly, the price is too high . . . in lost loyalty and impact. 
San Francisco: Mills Building 
Garfield 1-7950 
Los Angeles: 1901 West 8th Street Our conviction isn’t startling or different, but maybe a little more attention 
Dunkirk 8-4151 
Member of Business Publications 
Audit of Circulations, Inc. will help cure the disease. 


TELEVISION AGE is published bi-weekly by the 


Television Editorial Corp. Editorial, adver- | 
tising and circulation offices: 444 Madison | 
Ave., New York 22, N. Y. Phone: PLaza_ | 
1-1122. Printing Office: 1309 Noble St., Phila- . 


Triple-spotting we can’t and don’t buy. You won’t find any on WNDU-TV 


to the question of over-commercialization by not a few very hungry stations 





delphia 23, Penna. Single copy: 50 cents. 
Yearly subscription in the U. S. and posses- 
sions: $7; in Canada: $8; elsewhere: $12. 
Second class mailing privileges authorized at 
Philadelphia, Pa. Copyright 1957 by Televi- | 

sion Editorial Corporation, 444 Madison Ave., Ow. 

New York 22, N. Y. The entire contents of 
TELEVISION AGE are protected by copyright in 
the U. S. and in all countries signatory to 


the Bern Convention and to the Pan-Ameri- m ; ; f ; 
can Convention. * Attention—Desire—Action—Loyalty Quotient 
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IDOLLARS! 














STOR 


WSPD-TV 
Toledo, Ohio 


Fe =6lWSPD 
A Toledo, Ohio 






BROADCASTING 
PUBLIC INTEREST 
1927 4 195? 





SPENT 

IN STORER MARKETS 
IN RETAIL SALES 

IN 1956* 


Retail sales of 29 billion... 
and so easy to influence on 
radio and television stations 
owned and operated by the 


Storer Broadcasting Company. 


ER BROADCASTING COMPANY 


WJW-TV WJBK-TV WAGA-TV WVUE-TV 
Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Wilmington, Del. 
WJW WJBK WAGA WIBG WWVA WGBS 
Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Philadelphia, Pa. Wheeling, W. Va. Miami, Fla, 


NEW YORK— 625 Madison Avenue, New York 22, Plaza 1-3940 
SALES OFFICES CHICAGO—230 N. Michigan Avenue, Chicago 1, Franklin 2-6498 
SAN FRANCISCO—111 Sutter Street, San Francisco, Sutter 1-8689 


“1957 Sales Management “Survey of Buying Power” 








HIGH 
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LOW COST 
PER M 





EFFECTIVE 
MERCHANDISING 























WIDE COVERAGE 
IN WISCONSIN 




















MILWAUKEE 
America’s 14th Market 


*362,400 families 


*$2,248,671,000 effective 
buying income 


*$1,451,481,000 total 
retail sales 


*Plus coverage of 418,000 
additional families beyond 
the metropolitan area 


John B. Soell, Station Manager 


Represented by Edward Petry & Co., Inc. 
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THE NEW WISN WISN-TV COMMUNICATIONS CENTER 
Basic ABC Affiliate 
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Letter from the Publisher 


LaGuardia Saw the Danger 


Ten years ago Fiorello H. LaGuardia, in what turned out to be 
his last public appearance, made one of his astringent speeches to 
a regional meeting of broadcasters at the Waldorf-Astoria Hotel 
in New York. 

With all the color characteristic of the “Little Flower,” the late 
mayor raised a pudgy finger in warning to the broadcasters. “Don’t 
think for one minute that you people are ever going to get less 
regulation,” he said. “You are going to get more—not less. If 
you don’t believe me, look at the history of any federal regulatory 
body over the’ past half century.” 

The Barrow report brings Mr. LaGuardia’s admonition back to 
mind. Dean Roscoe Barrow is a conscientious man. He and his 
colleagues have worked for two years in the complex area of net- 
work operations. Throughout their many-faceted report, with its 
recommendations for tighter control of networks through regula- 
tion and modification of must-buy policies, is the unequivocal 
acknowledgement of the contribution of networks to the television 
business. 


Tribute to Networks 


The concluding section of the report says: “The report on net- 
work broadcasting recognizes the great contribution of the net- 
works to television. It was the nationwide, interconnected network 
system of broadcasting, providing free program service through 
national-advertiser support, which made possible the phenomenal 
growth of television. In this way, national program service was 
brought to virtually all our people in a brief span of years. Through 
this system, public-service programming as well as popular enter- 
tainment is provided, and simultaneous broadcast to a nationwide 
audience of events of national interest is made possible. The net- 
work system also provides a vital means of linking together our 
people in the event of national emergency. In these and other re- 
spects, network activities are consistent with, or help to promote, 
the public interest and to effectuate FCC policy.” 


The Basic Trouble 


After having spent two years on the report, it is natural that 
the Barrow group had to come up with some specific recommenda- 
tions. These recommendations, to be operative, involve more reg- 
ulatory power for the FCC. Herein is the basic danger of the report. 

It may be that these recommendations may seem to benefit some 
particular segments of the industry. But these segments had best 
take a long look before reaching any conclusions. They would do 
well to step back a few feet and view the repercussions on the in- 
dustry as a whole. 

Regulation does not stop with any facet of the business. If net- 
works are to be regulated, will station representatives, film syndi- 
cators and other important groups in the business be next? 

Eternal vigilance is truly the price of a free but competitive and 
prosperous broadcasting service. 


Cordially, 








Representotive 


<BR om elele) 

































America's 





10th TV Market 
917,320 TV sets 


Lancaster 
Harrisburg 
York 
Lebanon 
Reading 
Hanover 
Gettysburg 


Chambersburg 


Waynesboro 
Lewistown 
Sunbury 
Carlisle 
Pottsville 
Shamokin 
Lewisburg 
Hazleton 
Mt. Carmel 
Bloomsburg 
Hagerstown 
Frederick 
Westminster 


STEINMAN STATION 
Clair McCollough, Pres. 
MEEKER 


WATTS 
















October 21, 1957, Television 


















































































































































14 October 21, 1957, Television Age 


WIVT “shoots” the atom for 


A special distinguished service award...for an 
“outstanding contribution in the fight to 
conquer cancer”...has been conferred on WIT VT 
by The American Cancer Society 

for the station’s 30-minute 

documentary film, “Search.” 
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A powerful story of the never-ending 
search for a cancer cure, “Search” is 
one of the most ambitious public 
service programs ever produced in 
Florida. WT VT cameramen, 

for example, filmed “hot’ 

radioactive isotopes at Oak Ridge 
while producing the picture. 
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This is another example of how 
WTVT's meaningful community 
service builds loyalty } 

and acceptance for you! | 





peg BS : 
TAMPA-ST. PETERSBURG ranks 34th in retail sales among metropolitan markets*, is a must on every modern 


market list! WT VT dominates the Twin Cities of the South, delivers bonus coverage of 239 prospering communities! 
* Sales Management Survey of Buying Power, May 1957 















award-winning cancer film! 









| 23 OF TOP 25 SHOWS 
age] ON WTVT* 





vs ...according to new Pulse! And the top News — from scene to screen in 30 minutes, 
10W 4 multi-weekly shows are on WIVT, 6 with WTVT’s modern transistor sound-on- 

, to 7 p.m.! ARB proved it in February... film equipment plus 37 cameramen-corres- 
nity Pulse proves it now: WIVT is your top pondents throughout Florida. Super-swift 
alty buy in the Twin Cities of the South! coverage makes WTVT news highest- 
rou! *Pulse, June, 1957 rated in the market! 


odern 
ities! 














TAMPA - ST. PETERSBURG 
NOW 10th IN RETAIL SALES 
PER CAPITA .:s. ceperiment of Commerce) 


1957 1956 

ranking ranking Amount 
Total Retail 
Sales 34 36 $786,145,000 
Food Store 
Sales 39 44 161,983,000 
Automotive 
Sales 29 34 147,698,000 
General 
Merchandise 
Sales 33 37 114,546,000 











(Sales Management Survey of Buying Power, May 1957) 





TAMPA - ST. PETERSBURG 


The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WSFA-TV Montgomery 


REPRESENTED BY THE KATZ AGENCY 
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PACE SETTER 
FOR THE 
PACE SETTER 


sf O- O- @ | 


television 


CBS 







16 October 21, 1957, Television Age 





The latest complete 
report on audience preference 

shows WCCO Television— 

Channel 4 in Minneapolis-St. Paul— 
has a greater share of audience 

6:00 p.m.— Midnight, 

seven nights a week, 

than any other 

CBS Television station 


in any four-or-more station markets.* 


In the areas 

where competition is keenest 
WCCO Television 

is Number One station 


for the Number One network. 


In Minneapolis-St. Paul, 

night and day, all week long, 
WCCO Television 

delivers nearly twice the average 
Twin City station audience, 

and 31% more viewers 


than its nearest competitor.** 


The station most viewers prefer 
is obviously the most 


profitable for you. 


WCCO television 


Minneapolis - St. Paul 


Represented by Peters, Griffin, Woodward, Inc. 


*ARB, May & June 
**Nielsen, June 















































This month, WMAZ Radio 
celebrates its 35th anniversary. On 
Septemoer 27 just past, WMAZ- 
TV began its fifth year on the air. 

Such longevity would mean 
little until you consider the 35 
PLUS 5 years of community serv- 
ice, and 35 PLUS 5 years of real 
selling ability 

WMAZ Radio and WMAZ-TV 
rank first in the hearts of Middle 
Georgians, and both stations have 
substantial records of producing 
sales results. 

Consider too: the co-nbined 
circulation of WMAZ Radio plus 
WMAZ-TV gives you greater cov- 
erage than the entire circulation 
of the two local newspapers and 
the three other local radio sta- 
tions. 

BUY FOTH ...WMAZ RA- 
DIO and WMAZ-TV. Get the 
biggest circulation in Middle 
Georgia, and clinch the sales you 
require! 





= ABC NBC 
MACON, GEORGIA 
National Representative 


AVERY-KNODEL, INC. 


The Hidden Commercial 








The current hullabaloo about so- 


called hidden commercials and sub- 
liminal projection brings to mind my 


own fears for the future. 


The flash device, upon which hid- 


den commercials are based, is none 


else but the good old tachistoscope 
or flash-meter. . . . This device is 
mainly used in speed-reading train- 
ing, whereby numbers and groups of 
words are flashed at speeds any- 
where from 1/5th of a second to 
1/100th of a second. The purpose 
of this is to improve concentration 
and the ability to read more than 
single words and thus to read the 
printed page that much faster. The 
fact that the flash is so fast means 
that the rapid reader is really sub- 
liminating. 

As a former laborer in the film 
commercial vineyards, I feel hidden 
commercials give the “blurb” pro- 
ducer an advantage over the client. 
Now that commercials can’t be seen, 
how can the client criticize them? 
Or better yet, even if the producer 
fails to meet production deadlines, 
how will the client know the 
difference? 

Seriously, I am against this sort of 
mass manipulation in the communi- 
cations industry. The moral objec- 
tions might subliminalize us right 
into direct government regulation. 

RosBert SCHULTZ 
California National Productions 


New York City 
Source Book 


. we would like to have . . . ten 
copies of the Source Book of Television 
Success Stories (first edition) 
when your second edition is ready . . . 
we would like ten more. . . . 

M. C. “Bos” MILLs 
Promotion Manager 
WNEM-TV Bay City 


Note: The Second Edition of the Source 
Book of Television Success Stories (numbers 
15 to 30 inclusive of the Product Group 
Success Story series) is now off the press. 
It is available from Reader’s Service at 
$3 per copy. 

(Continued on page 18) 




















LIVE 


PROGRAMMING 





Live programming .. . 
half again as much as 
the other two stations 
combined makes Houston 
feel closer to us .. . 
because we come closer 
to giving them more of 
everything they want. 
They can reach out and 


touch us . . . and they 
like it. " turn to 


Page 18 
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CHANNEL 13 leith} fe], | 
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Live network . . . resurgent, 
terrific ABC... 
returning all the favorite 
shows that put us in 
first place last season — 
plus a dozen: great, new 
sure-fire hits. More life — 
more lift — more 
showmanship with ABC 
on Houston’s “live” 
station! turn to 
Page 25 


9=o@ 


KTRK-TV 





CHANNEL 13. HOUSTON 








18 October 21, 1957, Television Age 







| Letters (Continued from page 17) 


Geyer Profile 

. we were pleased with your treat- 
ment of the Geyer agency in the Sep- 
tember 23rd issue. . . . we thought we 
had a fairly interesting and somewhat 
offbeat story to tell on our creative 
team technique here but . . . even 
allowing for a certain amount of 
prejudice on our parts, the resulting 
feature, with its handsome layout and 
the beautiful cover on Pat Geyer, 
looks impressive and should score high 

on a “must read” basis. 
Virenia L. GRIMES 
Director of Public Relations 


Geyer Advertising Inc. 
New York City 


L.A. Baseball Inquiry 
Would you please send me, if possi- 
ble, one copy of your magazine earlier 
this year which featured baseball on 
television. 
RicHARD BowER 
Hixson & Jorgensen Inc. 


Los Angeles 


Note: Our annual baseball roundup appeared 





in the March 25, 1957 issue which is being | 


forwarded to you. 


Restaurant Success 

In a recent National Restaurant 
Association publication we came across 
an article reprinted from the May 20, 
1957 issue of TELEVISION AGE. The 
article concerned the use of television 
advertising by restaurants. We believe 
this article would be of interest to our 
readers and are writing, therefore, for 
permission to condense and reprint it 

in a future issue of our publication. 
DorotHy GOLDMAN 
The Restaurant Digest 
Chicago 


Note: Permission granted. 


Walter Klein in Charlotte 





. . . just for the record, the box on | 


the bottom of page 62 (Tv ace Aug. 
26, 1957) 
Raleigh, rather than in Charlotte, and 
we ought to point out that we produce 
films only for our advertising agency 
clients, and we are not in competition 
with the various fine producers in this 
part of the South. . . . we have branch 
(Continued on page 25) 


shows our company in | 





NIGHTTIME 


WSAZ-TV 


DELIVERS 1000 HOMES 


BETWEEN 


7:30 and 10:30 P. M. 


FOR $1.30 


The second station’s 


‘cost per thousand 


homes is $2.39 
84°o Higher 


The third station’s 


cost per thousand 
homes is $5.42 


317°o Higher 


AND ANYTIME 
WSAZ-TV delivers 
ONE THIRD more 
total homes. than 

both other 
Huntington-Charleston 
Stations COMBINED 


Source June 1957 ARB 
All figures based on 


time frequency 


CHANNEL ® 

54 Sri : 
HUNTING TON-CHARLESTON 
W.B.C. NETWORE 


CALL YOUR KATZ MAN 
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ENTERTAINMENT ACTION 
FOR AT-THE-COUNTER 
SALES ACTION! 








Previous commitments ma eit impossible for ipa to ofe 
this money-saving plan ine very market. It is available 
in only 127 tele 's today, and only one station 


ot ean be licensed for this 


§ will find full details 
prise the 260 hours of 
for a full hour five- 
ing entertainment! 






THE ANSWER 
FOR COST- CONSCIOUS 
ADVERTISERS WHO REQUIRE 
TOP QUALITY PROGRAMMING! 
197 TELEVISION MARKET 
AVAILABLE NOW! 





tpa’s new plan is so practical...so profitable...so economical 
...you’ll wonder how tpa@can afford to reduce your program costs 
to nothing! The greatest sales-producing plan in television 
history results from combining the three tested adventure -action 


favorites shown below. To get the complete details for your TV 


program cost-slashing plan, wire or phone today. 











POUN IONTE CRISTO 
» ..-Alexander Dumas’ great classic! 
\.// CRISTO outrates every syndicated 
program in Boston week after week 
(31.5, Pulse 10/56)! The highest-rated 
program on any day at any time on New 
York’s npn-network stations! In Buffalo, 
cost-per-thousand, only 54¢ for Pepsi-Cola 
and Bison Dairy! Atlanta (16.0), Bir- 
mingham (23.9), Dallas (13.8), Minne- 
apolis-St. Paul (15.2), Norfolk (47.8), 
San Francisco (24.2), San Antonio (21.1), 
outrating top network shows! In Pitts- 
burgh (30.1), again outrating Ed Sulli- 
van, Disneyland, Roy Rogers, G.E. Thea- 
tre, M-G-M Parade, etc.! CRISTO ranks 
way up in the TOP TEN among all syndi- 
cated programs in the nation! 





_—— 
wandee 
jane) 


AMAR OF THE JUNGLE 


... starring Jon Hall! The first and 
" still the only series of its kind in 

all television! Positive sponsor iden- 
tification! Exciting, authentic production! 
Unlimited merchandising opportunities! 
Top syndicated show in Knoxville (37.5), 
outrating Ed Sullivan, I Love Lucy, Phil 
Silvers, $64,000 Question! 45.8 in Spo- 
kane! 13.2 in New York! 19.5 in Wash- 
ington D. C.! 12.6 in Los Angeles! 37.7 
in Houston! 21.8 in Detroit! 24.5 in 
Columbus! 22.0 in Louisville! Outrates 
syndicated and network shows in original 
and repeat performances in market after 
market! 




















‘ ..the “most memo - 
rable character in American fiction”, 
based on America’s classic of all time by 
James Fenimore Cooper. Within four months 
HAWKEYE nationally leaped to 4.5 points 
out of first place in the TOP 15 TV WEB 
SHOWS (Billboard, 3/1/57). Highest-rated 
syndicated program in Toledo; outranking 
all competition in highly-competitive Los 
Angeles, Seattle and Portland; first place 
among all syndicated series in Cincinnati; 
among top three in Columbus; fourth high- 
est-rated syndicated program in the toughest 
market in the country, New York! 
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Television Programs of America, Inc. 


488 MADISON AVENUE, NEW YORK 22 ° 


PLaza 5-2100 


yf 


MARKETS AVAILABLE TODAY! 


Program costs too high? You'll agree thattpa’s new sales plan challenges the 
most economy minded! Here’s your one big chance to get top programs, produced 
especially for television, on a basis no advertiser (national, regional or local) or 
station manager can afford to turn down! 





HERE’S HOW TO GET 
THE COMPLETE DETAILS 
IMMEDIATELY! 





4 DOMESTIC service \. 


3 7 INTERNATIONAL SERVICE \, 

Check the class of service desired; Check the class of service desired; 
otherwise this message will be otherwise the message will be 
@ sent asa fast telegram S sent at the full rate 


TELEGRAM 


1207 (4-55) [FULL RATE 
= ‘TELEGRAM ies 


\ NIGHT LETTER f W. P. MARSHALL. presioent \SHORE-SHIP 















































NO. WOS.-CL. OF SVC PD OR COLL CASH NO. CHARGE TO THE ACCOUNT OF TIME FILED 





COLLECT TELEVISION PROGRAMS OF AMERICA, INC. 
Send the following message, subject to the terms on back hereof, which are hereby agreed to 
MICHAEL M. SILLERMAN COLLECT 
TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON AVENUE, NEW YORK CITY 























PROVE TO ME THAT YOUR SALES ACTION PLAN IS AS PRACTICAL -- AS 
ECONOMICAL AND AS PROFITABLE FOR ME AS YOU CLAIM -- REALLY 
SLASHING PROGRAM COSTS -- AND YOU HAVE MY COMPLETE INTEREST FOR 
FULL DETAILS IMMEDIATELY. 
ee ee eee Th See ae eee. 
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Maryland’ Pioneer 
Television Station 


now celebrating its 


10th 


Anniversary 
by presenting 
CBS-TV Network 
Show 


THE 
BIG 
PAYOFF 


nith Bess Myerson 
Randy Merriman 
and the entire cast 

from Baltimore's 
Sth Regiment Armory 
October 21st thru 25th 


WMAR-TV 


x 2 © 


CHANNEL 


SUNPAPERS TELEVISION, BALTIMORE, MD. 
TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York, Detroit, St. Louis, San Francisco, 
Chicago, Atlanta, Dallas, Los Angeles 
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Letters (Continued from page 18) 


offices in Raleigh and New York City. 
WALTER J. KLEIN 

President 

Walter J. Klein Co. 

Charlotte, N. C. 


Auto Dealers Success 


We are most anxious to secure reprints | 


of the current TELEVISION AGE feature 

on automobile dealers. If you can ar- 

range to furnish us 25 copies we will 
be most grateful. 

JoHN BoNDESON 

WIS-TV 

Columbia, S. C. 


We would like very much to receive 
at the earliest possible date approxi- 
mately 50 reprints of the “Auto 
Dealers” article in the Sept. 9 edition 
of TELEVISION AGE. 

Howarp M. Rowe 
Director, Client Service Dept. 
wLw-a Atlanta 


We would like 20 copies of the 
Auto Dealers feature in the Sept. 9 
issue of TV AGE if available. 

Jack ELLIoTT 
Promotion Manager 
KTSM El Paso 


. send us 15 copies each of the arti- 
cles “Riding High, Wide and Hand- 
some” and “Auto Dealers” appearing 
in the Sept. 9 issue. 

Tom HENNESY 

Sales Manager 

WJBF-TV Augusta 

Note: Reprints of “Auto Dealers” will be 


available shortly at 25¢ each, 20¢ in lots 
of 10 or more. 


Grocery, Meat Success Stories 
It has been brought to my atten- 
tion that your publication is making 
available reprints of television suc- 
cess stories by groups. I would like 
to obtain as much material as you 
now have pertaining to the grocery 
field, related supermarket selling and 
particularly the meat packing industry. 
ALAN J. MAsLow 
President 
Advertising and Merch. Associates 
Boston, Mass. 


Note: Among the 33 product group success 
stories which are available in reprint form 
are: “Bakeries and Bakery Products”, “Dair- 
ies and Dairy Products”, “Groceries and 
Supermarkets”, “Soft Drink Distributors” 
“Coffee Distributors”, and “Beer and Ale.” 


PERSONALITIES 












Live personalities whom 
the people of Houston 


can see... 


and know 


. and reach out and 
touch as their friends 
helps us to deliver a 


warmer, more responsive 


market for the advertiser. 
Houston’s top TV 
personalities are “live” 
on KTRK-TV. 


turn to 
Page 55 


Gnd Cie / 


CHANNEL 13 


lel th pie), | 
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BUFFALO’S OWN AGENCIES 
AND ADVERTISERS CHOOSE 
WBUF, CHANNEL 17. AS THE 


{e! 









To keep 18 “Your Host” Restaurants busy 24 
hours a day, and to get new units off to a fast 
start, the Robert S. Risman Advertising Agency, 
Inc. buys nighttime station-breaks on WBUF ... 


NIGHTTIME STATION-BREAKS, because these good 
adjacencies at a good price mean “Your Host” 
reaches more people, with greater frequency, 
stimulating traffic just when restaurant activity 


hits the late-evening lull. 


WBUF, because, in the words of Robert S. Ris- 
man, president of the Robert S. Risman Ad- 
vertising Agency, “we believed that under NBC 
management, WBUF would live up to its great 
potential. In buying more time on wsuF than 
on all other television stations in the area com- 
bined, we anticipated a substantial metropolitan, 
rural and Canadian audience, at reasonable cost. 


“Our faith has been completely justified. Our 
client’s business volume is up. The “Your Host’ 
restaurant chain is continuing to expand. And 
much of the credit must go to television station 
WBUF, where our spots now reach 77% more 
audience than when we started a year ago.” 


A bright and continuing history of sales suc- 
cesses for sponsors makes WBUF the fastest-mov- 
ing force in Buffalo today. This force is ready 
to do a selling job for you! Right now! 


WBUF:17 


BUFFALO, N.Y. SOLD BY (=) SPOT SALES 


Foreground, |. to r.: Robert S. Risman, President, 
Robert S. Risman Advertising Agency, Inc.; Robert 
McAuliffe, Sales Representative, WBUF. In the back- 
ground, members of WBUF'’s technical staff. 
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NORTH J CAROLINA 






IN THE BIG 75-COUNTY PIEDMONT 
NORTH CAROLINA AND VIRGINIA MARKET 


SERVED BY WSJS-TELEVISION 
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Bristol-Myers, Grove Merger? 

Bristol-Myers, according to well-found reports, is negoti- 
ating a merger with Grove Laboratories. An announce- 
ment is expected very soon. If this does happen, it will 
bring a union of two heavy television users, both network 
and spot, who together spend in the neighborhood of $10 
million. 


B-M Pushing Ipana Plus 

Bristol-Myers Co. is taking over the Instant Maxwell 
House Coffee ID’s for three weeks beginning Oct. 28 to 
push its new Ipana Plus. Doherty, Clifford, Steers & Shen- 
field, Inc., New York, is handling. 


Universal Out of Film Assn. 

Gone without benefit of public announcement is Univer- 
sal Pictures Co. Tv Division from the membership ranks 
of the Film Producers Assn. of New York. Understood 
to be the chief reason is the association’s stand against 
the recent entry of Hollywood film majors into commercial 
production. Universal, however, has been a pioneer com- 
mercial producer for about 10 years and has maintained its 
sales headquarters in New York. 


Stripe in New Markets 

Lever Bros. which introduced its new toothpaste called 
Stripe on the West Coast last year has moved into other 
markets with the product. It is now using spot schedules 
along with newspapers and outdoor in Cleveland and 
Detroit. J. Walter Thompson Co., New York, is the agency. 


CBS Satellite Partner? 

CBS has an official “no comment” to reports that it is 
to be a teammate of Eastman Kodak and Lockheed in the 
latter’s attempt to build a manned satellite for photo- 
graphic reconnaissance that could be ready by 1965. Lock- 
heed has been awarded $12 million for the first year of 
research toward building this manned space traveler. 


Wine Drive Heavy on Tv 

Manischewitz Wine Co. through the Lawrence C. Gum- 
binner Advertising Agency Inc., New York, has just started 
a new campaign promoting the product as a wine of 
universal, rather than special group appeal. Over 60 per 
cent of the total advertising budget of more than $1 mil- 
lion will go to broadcast and of that there will be five tv 
dollars to every one for radio. Minute spots around early 
evening shows and adjacencies on late shows as well as 
20 second spots where prime time is available will be used 
in 48 stations in 29 markets. Gail Myers is the timebuyer. 


Helbros to Use Spot 
The Helbros Watch Co. will augment its print drive 
with spot tv in selected major markets starting in Novem- 


ber and running into Christmas. Erwin, Wasey, Ruthrauff 
& Ryan, Inc., New York, is the agency. 
Tests for VO-5 

Alberto-Culver Co. of Hollywood is planning tests in a 
few markets for its Alberto VO-5, a hair rinse. If the tests 
pan out favorably, more action will follow. Geoffrey Wade 
Advertising, Chicago, is the agency. 
Bowman Announcements 

Bowman Biscuit Co. is changing its half-hour film shows 
to Class A spot announcement schedules for the coming 
year in its southwest markets. Ball & Davidson, Denver. 
is the agency. 
New Emerson Product 

The Emerson Drug Co., a division of Warner-Lambert 
Pharmacal Co., has a new pharmaceutical product for 
which it will be using spot tests. Lennen & Newell, Inc., 
New York, is the agency. 
Score for Westerns 

Programming quarterbacks who called the western turn 
are likely to make All-American in the December selec- 
tions. American Research Bureau says that practically the 
same percentage of men, women and children dig the 
prairie entries. Some westerns, however, have an audience 
of mainly kids under 16, says ARB. ABC-TV’s Jim Bowie 
has the biggest kid audience in the six surveyed—40 per 
cent. CBS-TV’s Gunsmoke has the biggest adult audience 
—74 per cent men and women. Gunsmoke has the most 
viewers overall—42,960,000. Jim Bowie has the fewest 
13,920,000. 
G.B.&B. Expansion 

Expansion of Guild, Bascom & Bonfigli’s New York 
office means that two of the San Francisco agency’s ac- 
counts will get special service in the east. Henry Buccello, 
who. joined the agency about five months ago, moves to 
the east coast. Formerly ad manager of the Bank of 
America, he is account executive on Best Foods (Nucoa 
margerine and Skippy peanut butter). Ralston-Purina 
(ABC-TV Bold Journey) will also get New York service. 
Miss Reggie Schuebel has been handling network and 
station relations for GB&B from the New York office for 
several months. 
BBC Tv Comes of Age 

Twenty-one years ago, November 2, 1936 to be exact, 
BBC made its first public telecast. There were 280 sets in 
the hands of Britons at that time. Today BBC estimates 
sets served at eight million. A total of 18 transmitters are 
operated by the noncommercial BBC. During the current 
year entertainment was broken down into seven classifica- 
tions with talks, documentaries and demonstrations making 
up about 22 per cent of all programs. Next most telecast 
programs were light entertainment, 18 per cent. and sport- 
ing events, 17 per cent. 
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Mark this market 


on your list! : 


CENTRAL AND SOUTHERN ALABAMA is big. It’s rich. It’s 
important to you because it is the home of more 
than 1,000,000 people — one-third of Alabama’s 


population and retail sales! 


You reach Central and Southern Alabama only 
through WSFA-TV. You cannot cover it with any 
other TV station or combination of stations! 


Mark Central and Southern Alabama on your list 
...and buy it with WSFA-TV! 


The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
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WSFA-TV’s 35 Alabama counties * 


. <s<xdi46buagmed deuudede aks 1,093,100 
i ee te oie $ 741,637,000 
Food Store Sales................. $ 184,927,000 
Drug Store Sales................. $ 21,859,000 
Effective Buying Income.......... $ 1,062,690,000 


*29-county market area as defined by Television Magazine 1957 
Data Book, plus 6 counties which have proved regular recep- 
tion. Does not include 3 Georgia and 3 Florida bonus counties. 


Source: Sales Management Survey of Buying Power, May 1957. 
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KROD-TV EL PASO 


THE NUMBER 





STATION 
IN THE NATION 


IN THREE STATION VHF MARKETS (,05..,) 


In every survey ever made, El Paso’s KROD-TV has been first in the Southwest! And in 
August — viewers loyalty proved itself again when ARB rated KROD-TV the number 
one station in share of audience in all the NATION — in markets with three VHF stations. 
The combination of imaginative programming, high tower-high power and complete 
promotion keeps KROD-TV on top. And the amazing preference for Channel 4 in El Paso 
extends into West Texas and Southern New Mexico, where KROD-TV, in most cases, 
is the only channel recéived. 


Get the full, exciting story from your Branham man. 











FIRST IN 344 


EL PASO'S TV 


MONDAY THRU FRIDAY. . 
Sign On — Noon 


MONDAY THRU FRIDAY. . 
Noon-6 P.M. 


SUNDAY THRU SATURDAY . 
6 P.M.-Midnight 


SIGN ON TO SIGN OFF 
SUNDAY THRU SATURDAY . 


f 457 RATED 
0 QUARTER HOURS 


SHARE OF AUDIENCE 


NETWORK NETWORK 
KROD-TV STATION B STATION C 
95.6% 9.7% NOT ON AIR 


58.3% 34.7% 11.3% 


51.7% 39.8% 8.5% 


58.7% 37.4% 9.1% 














CBS Television Network @ Channel 4 @ El Paso, Texas 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
nce D. Roderick, Pres.; Val Lawrence, V.-Pres. and Gen. Mgr.; Dick Watts, Gen. Sales Mgr. 


oo KROD-TY 


32 October 21, 1957, Television Age 


10 OF THE TOP 10 


EL PASO'S TOP TEN, AND ALL ON KROD-TV 


| SR 45.5 
em MUGLIVANM 2.0.00 > 42.4 
Wuat’s My LINE?... . 42.3 
TS a Pera 41.9 
ForD THEATRE ...... 35.6 * 
Pou SULWVERS .... 26. 35.5 
SCIENCE FICTION..... 33.9 * 
SHERIFF OF COCHISE .. 33.2* 
SCHLITZ PLAYHOUSE .. . 33.2 
ore 32.9 


* NATIONAL SPOT SHOW! 























Business barometer 


Network television billings followed their usual pattern in July, showing a 
decline for the second consecutive month. 





The exclusive TELEVISION AGE Business Barometer shows that July network billings 
were down 4.8 per cent from those in June. 





As has been explained in previous issues the network billings picture has 
followed its normal pattern since February of this year. A glance at 
the chart will show that the winter months did not follow this pattern, 
particularly as related to 1955-1956. 





The 4.8 per cent drop in network billings this July may be compared with a 4.5 
per cent decline for the same month in 1956 and a 4.3 per cent loss in 
July 1955. The drop in July 
1955 was 3.6 per cent. 





While the July decline has been 
fractionally greater each 
year this difference has S 
been so small as to be con- 


" pape oe 105 
sidered insignificant. —— 








NETWORK BUSINESS 
cept. Oct. Nov Dec. Jan. 57 Feb. Mar Ap 


Smallest stations, those with annual 
billings of $500,000 or 
under, reported network 7055-56 &: 
billing declines of more 
than the national average 
in July. 70 








Stations with slightly larger bill- ~ 
ings, between $500,000 and 1954-55 50 
$1 million, had slightly 
better figures, reporting 
more than average business. 





Next larger stations, those with 35 
billings of between $1 and 
$2 millions, were also under l> 
the national average in net- S 
work billings. 











Stations with billings between $2 
and $4 millions varied a 
good deal within the group 


but on the average were slightly better than the national norm in net- 
work billings. 








Largest stations, those with billings over $4 million, were even stronger in the 


network category, Showing a July decline of between 1 and 2 per cent 
under the average. 





The copyrighted Business Barometer has been conducted since 1953 with the 


cooperation of a selected group of commercial television stations and 
of Dun & Bradstreet. 





Reports on business activity in network, local and national spot business are 
sent to Dun & Bradstreet by the individual stations. That firm prepares 


percentages from these reports and furnishes them to the editors of 
TELEVISION AGE. 





Analysis of the percentages is by the editors of the magazine and their advisors. 





The report for local and spot billings for August will appear in the November 4 
issue of the magazine. 
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Meet Paul Taft 





— 


Foresighted businessman and broadcaster . . . Paul saw the potential of television 
. .. determined to be a part of it . . . built KGUL-TV 











Just as his station plays a prominent role in the lives of the people of Houston 
and Galveston . . . Paul occupies a position of leadership in the 

local affairs of these dynamic communities . . . friendly, experienced, popular . . . 
a man who is close to the people of Texas and knows how best to reach them. 


Paul is one of the important reasons why KGUL-TV © is your best buy in the 
Texas Gulf area . . . the on/y station delivering city-grade service 
to both Houston and Galveston. Represented by CBS Spot Sales. 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa » KGUL-TV Galveston, serving Houston e WANE & WANE-TV Fort Wayne e WISH & WISH-TV Indianapolis 
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THE WAY IT HAPPENED 


Beer themes sound strangely familiar . . page 35 


Something new in daytimers on CBS-TV. . page 35 
ABC-TV, Ralston get school tie-in .... page 85 


Beer Story 


Broadcast Advertising Reports, the 
New York tv monitoring service, has 
recorded the spiels of 50 beer com- 
panies in 20 major cities and pub- 
lished the verbatim results. 

The comment from a disinterested 
reader of this compilation might easily 
be, “boys, if you’ve read one of ’em, 
you've read ’em all.” Although the 
great majority of the 50 beers repre- 
sented are regional, the hot-copy lines 
seem to cross borders like a prairie 
blaze. 

The “refreshing” theme that Hamm 
claims as its own is all over the coun- 
try. The Piel Brothers are incognito 
from coast to coast. Cool, clear water 
is the basic ingredient of a dozen 
brewers’ amber libation. There are 
even two real beers and a couple of 
beers as beers should be. Furthermore, 
you'd have a hard time “filling up” on 
nearly anybody’s suds. 

Falstaff is “so refreshing,” but 
Burgermeister is “so much more re- 
freshing.” However, Drewry’s “out re- 
freshes them all.” At the same time 
Coors is “refreshingly different.” But 
then Knickerbocker is “the best deal 
in refreshment.” Nevertheless, Miller 
High Life has the “most refreshing 
taste in beer today.” Meantime, Ort- 
lieb Lager is “cold, wet and refresh- 
ing,” and National Bohemian is “wet, 
cold and delicious.” 


ROAD-COMPANY PIELS. Down in 
Baltimore, there are a couple of car- 
toon characters for Gunther beer, God- 
frey Gunther Sr. and Godfrey Gunther 
Jr., who have copped the Bert and 
Harry Piel vaude-like routine. And out 
in Minneapolis Albert and Benny 
(Grain Belt beer) must have caught 
the Gunthers’ buck-and-wing. 


The holier-than-thou water bit is 
plied by Goebel’s—“Cristilled water, 
purer than nature’s best.” But Labatt 
is “delicious as crystal” and “so clean 
tasting.” However, Rolling Rock beer 
is “the beer that’s better because it’s 
brewed with pure mountain. spring 
water.” So, who cares? Rheingold has 
“costlier ingredients,” anyhow, and is 
“never equalled.” 

But then Falstaff is the “choicest 
product of the brewer’s art,” while 
Schmidt beer is the “best of brews” 
and West Bend’s Old Timer’s is “the 
best of the better beers.” 

If it’s the old weight problem that’s 
kept you out of the nabe pub and 
beer depot (they have the latter in 
Milwaukee, according to a West Bend 
beer commercial) , fear no more. There 
are brews so light you'll go up in the 
air with glass in hand. Blatz, for 
“lighter” (it’s 
“smoother,” “fresher” and the “liveli- 
est”). It’s “far less filling.” From 
Drewry’s you get “no full feeling after- 
ward.” Esslinger’s is “without filling.” 
You can take Schlitz “without feeling 
full.” West Bend’s Old Timer’s “never 
fills you up.” Molson’s is simply the 
“lighter brew.” But National Bohemian 
not only “tastes lighter,” it “feels 
lighter.” 

Strike the whole works. It comes 
down to Rheingold and Schmidt. They 
are both “beer as beer should be.” 

Then again, Regal Pale Dry is “beer- 
drinkers’ beer.” 

But maybe the pitchman out in Chi- 
cago has the answer. The monitor 
caught him talking about Meister 
Brau’s “precious reputation,” which 
has been guarded for 60 years by use 
of only the “finest ingredients.” He 
told viewers: 


instance, is also 


‘Now, now this is not just adver- 
tising talk. . . . It’s a living creed.” 


Newstront 





JIM MC KAY 
. monitors the trial. . . 


Brave New Entry 

The intensifying struggle for house- 
wife attention between CBS-TV, 
NBC-TV and the washing machine 
is pretty much an all-day shake, rat- 
tle and roll of quiz, soap and sobs. 

But right in the middle of it all, 
at 3:30 p. m. (EST), CBS-TV has a 
brave new entry that veers from the 
established formulae. It’s The Verdict 
Is Yours, Monday-Friday half-hour of 
ad-lib courtroom drama. While Ver- 
dict may have more than a sniff of 
glycerine about it, there are note- 
worthy elements which give it an 
extension in programming depth. 

For one thing, the real-life attor- 
neys are playing it to the hilt, and 
competent trial lawyers at play make 
for dramatics of a high order. The 
professional thespians who take the 
parts of plaintiff, defendant and wit- 
nesses are pitched some fast curves 
by the legal pros. While they manage 
to duck out most of the time, the 
spontaneous to-and-fro is often tense 
and exciting. And that’s even though 
the unscripted dialogue sometimes 
sounds as though a soap-opera writer 
is feeding the lines. 


of the 
Verdict hopper are a long way off 


Some story lines in the 
the daytime standard of strong mama 
and weak papa vs. assorted villains. 

(Continued on page 84) 
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OF WBTV’S SALES POWER BY ANOTHER 
FAMOUS NATIONAL ADVERTISER 





The Product—Dulany Frozen Seafoods 
The Problem—Sell more of same in the Carolinas 
The Method —The Spot Check Plan* 


The Means —Utilization of the superior Sales 
Power of WBTV 

The Results —Third to first place in the Market 
112.0% increase in Brand Identification 
140.2% increase in Brand Usage* 


The Score —CBS Television Spot Sales knows it. 
Ask them today! 


*—Consumer identification and preference survey 
conducted before and after the campaign by Pulse, Inc. 





JEFFERSON STANDARD BROADCASTING COMPANY 
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Can I get tickets? 


How much do they cost? 


Are they good seats? 


Where are they playing? 


How do I get there? 


Where do I park my car? 


How much is parking? 


Can I get a baby-sitter? 


Is it going to rain? 


IS IT ON TELEVISION? 


Armchair athletics 


Huge television audiences chalk up sales records for sports sponsors 


televised entertainment has 


spawned many moments of excitement. But 


he era of 


by far the greatest thrills—if only for the sheer 
drama of watching live, spontaneous action un- 
fold—have been provided by sports. 

Proof of this can be demonstrated in many 
ways: 

* Some of the highest ratings in the history of 
television have been garnered by televised sports. 

* Continuous sponsorship by the same com- 
panies indicates a sponsor loyalty unheard of in 
other forms of video entertainment. 

¢ Ty-set manufacturers can show that the 
greatest spurts in sales have occurred before 


outstanding sports classics, like the World Series. 

* For the relatively few hours of program- 
ming, sports fare accounts for a very substantial 
chunk of tv billings, currently running at the 
rate of about $75 million a year. 

As a product group, breweries represent the 
largest users of videod sports. P. Ballantine & 
Sons, Inc., Newark, N.J., spends an estimated 50 
per cent of its tv-radio budget on sports, and, as 
one of the leading regional beers, illustrates the 
case. 

Leonard B. Faupel, Ballantine manager, had 
this to say about the company’s activity: “As 
one of the largest and most consistent sponsors 














of sports on television, we naturally 
consider sports programming a sound 
advertising investment. Clean, health- 
ful sports, we feel, provide the ideal 
vehicle for attracting the type of audi- 
ence we continually strive to reach. 

“We find that sports provide us 
with the opportunity to place our em- 
phasis where we want it and with the 
frequency we desire, as well as af- 
fording us a flexibility on commer- 
cials, a latitude not always found in 
standard programming. 

“Added to this is the satisfying 
knowledge that sports enthusiasts in 
the main tend to identify our products 
with the teams we sponsor. This we 
feel applies not only to the New York 
Yankees, whom we sponsored this 
year for the llth consecutive year, 
but to the New York Football Giants, 
the Philadelphia Phillies and other 
top-flight professional teams we have 
offered over the airways for shorter 
periods of time.” 

Other sports and teams Ballantine 
has sponsored this past year have been 
the CBS-TV baseball Game of the 
Week, the NBC-TV weekly Major 
League Baseball and the Atlanta 
Crackers. In football, the company 
has used the Philadelphia Eagles. In 
basketball, sponsored a 
special series of road-game telecasts 
of the Philadelphia Warriors, as well 
as the National Basketball Association 
afternoons on 


Hockey 


Ballantine 


on Saturday 
National 


games 


NBC-TV. The 


League scedule on CBS-TV, also on 
Saturday afternoons, has been a part 
of the Ballantine push. 

In the early °50s, Ballantine also 
carried the televised baseball games of 
the Braves when they were in Boston 
and the Athletics when that team was 
in Philadelphia. 


$75 Million for Sports 


In the past year, total advertiser 
expenditure on televised sports has 
neared the $75 million mark, as noted. 
The bulk of this, of course, was spent 
on the professionals and top college 
ball. Major-ieague baseball is the 
most valuable sports attraction, with 
a sponsor investment in 1957 of $31.8 
million. Football was second with 
$18.3 million, followed closely by 
boxing with $16 million. Basketball 
accounted for about $5 million. The 
remaining outlays for televised sports 
were for hockey, golf, horse racing 
and minor-league baseball coverage. 

As for the sports themselves, the 
chief tv interests are money for rights, 
and stimulating—not choking—fan in- 
terest. As far as the rights are con- 
cerned, television pays off handsomely. 
In baseball it can mean as much as 
50 per cent of a major-league team’s 
gross take. Total rights money this 
including the World 
Series and All-Star game, came to 
$9.3 million. 

In football each club’s take from tv 


past season, 





rights averages about 15 per cent of 
the total revenue. During the current 
season, the 12 teams of the National 
Football League took in about $1.5 
million in video rights. 

While the money from television is 
tempting, most sports have been cau- 
tious of the visual medium in order to 
protect the gate, although many sports, 
like professional football, hockey and 
basketball, can trace their new attend- 
ance records to the use of television. 

Football and basketball have been 
experiencing this for a few years. 
Hockey tried tv for the first time last 
year and found the experiment very 
gratifying, especially when measured 
in terms of a record turnstile count. 

Major-league baseball has had rela- 
tively successful results with television, 
although no great attendance records 
have been set. It can be safely said 
that tv has made as many new fans as, 
if not more than, the number that stay 
home. This past season 14 of the 16 
major-league teams used tv in varying 
patterns. And in the majority of the 
cases, the clubs reported that tv has 
helped stimulate fan interest. 

One of the interesting things about 
baseball’s use of video is that each 
team seems to mould its coverage to 
suit local needs. Some clubs telecast 
all home games. Last year’s three New 
York teams did this, as well as the 


‘ Chicago Cubs. Two teams telecast no 


home games but a substantial portion 
of away contests. The St. Louis Cardi- 














nals, airing 64 away games, and the 
Pittsburgh Pirates, with 24, are advo- 
cates of road tv. 


In between these examples are clubs 
that vary their tv schedule with some 
home games and some away tilts. Com- 
ments from general managers of many 
major-league teams indicate that what 
television does best is to keep con- 
tinuity during the season. This is an- 
other way of saying that television af- 
fords the fan a chance to follow the 
happenings of a team, in a very vivid 
way, when he can’t attend the game. 

Gabe Paul, vice president_and gen- 
eral manager of the Cincinnati Red- 
legs, had this to say: 

“The proper kind of a tv program 
can be very beneficial to a ball club. 


The great danger is that constant tv, 
because of its continuity, can develop 
a listening and viewing habit. Our 
club wants a fair amount of home tv 
and a great amount of road tv be- 
cause, in our opinion, road tv is a 
particular stimulant to attendance and 
At the same time, 
not want to eliminate home tv because 


interest. we do 
of its proximity to our schedule. We 
have had the best results televising 
immediately preceding our higher at- 
tendance spots. The effect of tv on 
attendance demands great study. There 
is a great amount of attendance and 
interest stimulation to be had from 
tv. The problem is how to get the 
maximum benefits.” 


(Continued on page 74) 
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Prudential uses 
20th-century medium to 
build good will 


and gain new business 


hat sort of a day was it? ...A 

day like all days filled with those 
events that alter and illuminate our 
times, and . . . It was the day that Roy 
Rogers and Trigger were left in the 
jet smoke of Air Power. It was a day 
after a Sunday in 1957 when a spon- 
sor, the Prudential Insurance Co. of 
America, and the CBS-TV_public-af- 
fairs department discovered that the 
big guns and big events of the twen- 
tieth century could take the rating 
measure of the six guns and melo- 
drama of the west. 

For three years Walter Cronkite, in 
the interests of Prudential, has been 
asking what sort of a day it was on 
You Are There, the show that re- 
created historical events in the present 
tense. Prudential was satisfied with the 
prestige of the show and the 50 per 
cent of tuned-in sets that accumulated 
in a month’s rating. But Roy Rogers 
was galloping off with the big share of 
audience—with a solid backing from 
youngsters. 

Early last year, under the title, You 
Are There, the U. S. Air Force-ap- 
proved Air Power series of 26 half- 
hours went into the same 6:30" p. m. 
Sunday time. Before the air wars in 
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Twentieth Century subjects to come (I. to r.) Dillinger, Mussolini, 


Europe and the Pacific had run their 
film course, Roy Rogers had been dis- 
and Air 
Power’s audience had peaked to 30 


mounted more than once, 
million once or twice. 

of Air 
Power greatly influenced Prudential’s 
buy of CBS-TV’s ambitious public- 


affairs project on current history, The 


The illuminating success 


Twentieth Century, according to Henry 
M. Kennedy, executive director of 
public relations and advertising. 

Twentieth Century premiered last 
night (Oct. 20) on CBS-TV with an 
hour show on the life of Winston 
Churchill. Today it is a safe bet that 
sponsor, network and agency, Reach 
McClinton & Co., will be anxiously 
checking to see if the show is coming 
up to audience expectations. 

“We think Twentieth Century has 
that combination that will build the 
kind of audience we want and, at the 
same time, make a contribution to 
present-day thinking—build prestige,” 
says Mr. Kennedy. “It’s the kind of 
show we like to be associated with.” 

Whatever the Trendex tab reads, 
Twentieth Century is going to make a 
considerable contribution to the pre- 
sent-day thinking of its audience. Sub- 


jects of the 25 shows to come (most of 
them half-hours) ‘will include guided 
missiles, the FBI, brainwashing, war 
in Spain, the Windsors, war in China, 
the atomic age, fighter pilots, and 
many other recent, current and future 
subjects of provocation. 

The categories past, present and 
future are more than superficial. There 
are four separate production crews at 
work. While the range of subject mat- 
ter might seem foreboding, top pro- 
ducer Berton Benjamin’s approach has 
been to give each program a beginning, 
a middle and an end, and dramatic 
conflict. Documentary, news and his- 
toric footage is being combined with 
live production, top scripting and 
original music. 

As a Twentieth Century spokesman 
says, “Our producers are pulling no 
punches.” Example: the forthcoming 
half-hour episode on guided missiles 
dramatically shows the devastation of 
London by Germany’s V-1’s and V-2’s, 
and then shows the main perpetrator, 
the chief scientist on the Nazi project, 
blithely talking of trips to the moon 


‘from the security of a U. S. missile 


reservation. 


Says Prudential president Carrol 











Roosevelt, horse-drawn cars, guided missiles, and Ghandi. Churchill (below) led off the series. 












HELP MAKE UP FOR LosT 


HELP PAY FOR FOOD AND ¢ 


HELP PAY FOR EVERYDAY & 


Shanks, “We are happy to be associ- 
ated with CBS-TV in a programming 
venture with the scope and challenge 
of The Twentieth Century. Tying to- 
gether, as it will, the great events and 
personalities that have shaped our 
century thus far with special coverage 
of major news developments while 
they are still unfolding, and including 
probing studies of critical trends that 
will affect our future, The Twentieth 
Century cannot help but become one 
of the most important contributions to 
the vital area of public-interest pro- 
gramming in the history of television.” 

The coverage of major news as it 
breaks is provided for by an unprece- 
dented sponsor agreement. Scheduled 
shows can be pre-empted (set back a 
week) for insertion of a special on 
the major news break. 


But there is a good deal more to 
Prudential’s sponsorship than benevo- 
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PRUDENTIAL'S INCOME 
PROTECTION PLANS 
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Actor-comedian Tony Randall gives a Prudential pitch. 


lence. Twentieth Century is 
merchandised to the hilt. 


Says Frederick H. Groel, vice presi- 


being 


dent and secretary, “Prudential’s 22,- 
000 agents, who call on millions of 
families throughout the country, are a 
ready, very willing and able means of 
telling the public about The Twentieth 
Century.” 

And show promotion is only the 
beginning. Each agent is getting a 
minimum of 20 brochures to distribute 
to potential policy holders, promoting 
the show and promoting the show’s 
prestige. The folders contain mock 
tickets for a living-room, front-and- 
center seat to the show, along with a 
pocket atlas to locate conveniently the 
history-making events as they unfold. 

In addition, a detailed teaching aid 
on each show is going out to 60,000 
teachers in 12,000 schools. Teacher’s 
aids were first tried last year during 
You Are There. A questionnaire was 
sent to all those who had been receiv- 
ing the aids, and the list of 60,000 for 
Twentieth has been compiled from 
requests for the material. America’s 
future policy holders should know the 
Prudential. 

And each office has received a life- 
size placard of commentator Walter 
Cronkite for display in district office 
windows and entries. The placards 


Old symbol, new medium. 






have a blackboard space for chalking 
in the local time and subject of the 
next Twentieth Century broadcast. 
Clearance has been made for most of 
the shows on about 150 stations, in- 
cluding 28 in Canada. 

There is no way of knowing what 
television accomplishes for Prudential. 
But agents have endorsed tv as a tre- 
mendous help in winning the confi- 
dence of potential policy holders. Says 


Mr. Kennedy, “The 


purpose, of course, is to pave the way 


overwhelming 


for calls.” 

The company has conducted attitude 
surveys, he says. And in these studies 
Prudential very definitely gets more 
favorable response from those who 
have seen the company’s shows. 

To insure the favorable response 
built through prestige shows, Pruden- 
tial follows through with soft sell in 
commercials. By and large, says Mr. 
Kennedy, the commercials talk about 
the basic needs for life insurance with 
the most successful ones setting a 
“mood.” 

Reach, McClinton senior vice presi- 
dent and Prudential account supervisor 
Robert Robb says that during an eight- 
week period on Twentieth Century 
there will be 17 different commercials 
covering eight different subjects. Cate- 


gories include mortgage rent, educa- 








tion, two-way protection, sickness-and- 
accident, family insurance and the 
other services offered by Prudential. 

A good example of “mood” com- 
mercial was seen last night with the 
premiere Churchill show (the same 
commercial will be seen again Nov. 
17). With practically no sell, the one 
minute of film depicts a day in the life 
of a small boy. At the wind-up, the 
copy points out that the child’s begin- 
ning point is security and that Pruden- 
tial can help keep him secure. 

Account executive Tom Crolius 
points out that the film came before 
the copy on this one. The agency 
hired a first-rate documentary photo- 
grapher. He was sent to Cape Cod 
to record all the activities of the boy 
during a typical day. Copy was writ- 
ten after all the takes had been edited 
to commercial length. 

In contrast, the agency gives the 


increase over the year before. 

The biggest and the oldest insurance 
company in tv, the Prudential’s first 
sponsorship was the Prudential Family 
Playhouse in 1950. 

The show ran opposite Milton Berle, 
who was then Mr. Television for sure, 
recalls Mr. Kennedy, and Playhouse 
was terminated in the spring of ’51. 
The next year Prudential was in for 
alternate sponsorship of Your Show of 
Shows with Sid Caesar and Imogene 
Coca. 

In September 1953, Prudential took 
up alternate sponsorship of You Are 
There. Two years later that was sup- 
plemented with a segment of the Garry 
Moore show. Sole sponsorship of You 
Are There was assumed in November 
of °55 and the Moore 
dropped early in °56. 

Prudential was, in fact, one of the 


first insurance 


show was 


very companies in 





CARROL M. SHANKS 
president 


light touch to commercials concerning 
accident-and-sickness benefits — you 
can kid sickness and accident, says Mr. 
Crolius, “but you can’t kid death.” 
Actor-comedian Tony Randall and 
Eddie Mayehoff handle the spoofing. 

Over-all, Prudential’s advertising, 
sales promotion and merchandising 
cost the company $8 million. Of this, 
$3.8 million goes to __ television. 
The only other major medium now in 
use is Sunday newspaper magazine, 
chain and independent. A current big- 
photo print campaign is appearing in 
about 300 papers. 

The Television Bureau of Advertis- 
ing says that Prudential spent 58.5 per 
cent of its media ad budget in tv last 
year. This amounted to a 33.9-per-cent 


FREDERICK H GROEL 
vice president & secretary 


radio. For many years the company 
backed The Prudential Family Hour, 
a Sunday-night show. And for seven 
years Jack Berch was the company’s 
singing salesman with a noon network 
radio show. 

Prudential’s early and easy slide 
into broadcasting was a natural for a 
company that has been promotion- 
minded since its founding more than 
80 years ago. John Fairfield Dryden, 
the founder of the Prudential Family 
Society, the country’s first insurance 
company for the laboring man, was 
alert to the importance of planting 
publicity bits in the Newark, N. J., 
newspapers. The famous symbol of 
strength and security, Prudential’s 
Rock of Gibraltar, first appeared in 


an ad in Leslie’s Weekly on Aug. 20, 
1896. 

Legend surrounds the origin of one 
of the nation’s most noted trademarks. 
But it’s believed that Mortimer Rem- 
ington, a young copywriter with a new 
advertising firm in New York, J. Wal- 
ter Thompson Co., struck upon the 
idea while riding between Newark and 
New York on a train. On the ride he 
passed a landmark familiar to com- 
muters, a shelf 
Snake Hill. Young Remington got 
the flash, “solid as a rock,” and trans- 
lated his idea from Snake Hill into 
Gibraltar. 

While the rock is still much in evi- 
dence in Prudential’s printed material, 
it has 
“mood” commercials on tv. 


of rock known as 


been subordinated to the 

John Dryden’s early visions of in- 
surance for the working masses was 
considered way out by most of the 
businessmen of the time. But by con- 
nections, determination and cajolery 
he lined up a celebrated board of 
directors to serve his Society, and saw 
his dream through many close calls 
before the Prudential began to grow 
and flourish. 

The turning point came in 1876 
when founder and secretary Dryden 
made an emergency voyage to London 
to study the methods of the Prudential 
Ltd., 


well-established and going concern in 


Assurance Co., of London, a 
the realm of industrial insurance. 

By 1900, the company’s 25th anni- 
versary, Prudential was providing pol- 
icy holders $600 
million of insurance protection. On the 
50th anniversary, 1925, there was 
more than $8 billion in life insurance 
in force. 

And the Prudential is today, after 
more than 80 years, still the fastest- 


with more than 


growing company in the expanding 
insurance industry. Last year Pruden- 
tial sold $8.2 billion in new insurance. 
There is now a total of $58 billion in 
Prudential insurance in force. 

The company’s president for the last 
decade, Carrol M. Shanks, has been 
the main single force in making Pru- 
dential the country’s number-one in- 
surance company. Under his leader- 
ship, sales have increased 165 per cent, 
assets are up 95 per cent to total more 
than $13 billion. He has instituted 
family insurance plans, has promoted 


(Continued on page 77) 
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TYPICAL MALE TYPICAL FEMALE 





Age 35 Age 30 

Height 5 ft. 10-1/2 in. Height 5 ft. 5-1/2 in. 
Weight 168 lbs. Weight 122 lbs. 

Hair brown Hair brown 

Eyes blue Eyes blue-green 
Married, 2 children Single 

College 3-1/2 years College 2 years 

First job was in radio First job clerk or secretary 
First salary $46.50 week First salary $25 week 
Previous job was in promotion Previous job secretary 
In radio 5-1/2 years In radio 3-1/3 years 

In tv 4-1/2 years In tv 2-2/3 years 

First tv job was in promotion This is her first tv job 
Present salary $8700 Present salary $6000 
Digestion good to indifferent —— ——~—.—~—~.—-~ Digestion good 

Sleeps well Sleeps well 

Works 51 hours a week Works 45 hours a week 


Hobbies: sports, photography, | Hobbies: sports, reading, 


reading and music 


music and writing 





The 
typical 
promotion 
manager 
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Average man works longer. makes more money. 


but average woman is younger, single 


s the typical promotion manager of a 
Meant television station young 
or old? Married, with a large family, 
or single? How did he get into the 
promotion field, and what salary does 
he receive? Does he work hard, eat 
and sleep well? What are the hobbies 
that he enjoys? 

Not sure of the answers? Well, 
neither were the editors of TELEVISION 
AGE, and since the second annual 
Broadcaster’s Promotion Association 
meeting will be held in Chicago the 
first of the month, it seemed an ideal 
time to find out. 

Questionnaires were sent to the pro- 
motion managers of all stations. A 
very high percentage of answers was 
received, and, as a result, the facts 
outlined here (see statistics) may be 
considered reliable. 

In the first place, the typical pro- 
motion man, as those in television 
know, may not be a man at all. At 
some 17 per cent of the 494 commer- 
cial stations she is a woman, and since 
there is considerable difference be- 
tween the male and female statistics 
(not only physically), both average 
promotion managers are presented 
here. 

Typically, perhaps, the composite 
male promotion manager is older than 
his female counterpart—35, as com- 
pared with 30. The oldest man re- 
porting gave his age as 63, while the 
youngest was only 23. Among the 


and certainly prettier 


girls, the oldest age reported was 44, 
but several left that line of the ques- 
tionnaire blank, a couple simply said 
“over 40” and one filled in the advice, 
“don’t be ridiculous.” The youngest 
girl reporting was 18. 

There is a neat five inches difference 
in height between the average pro- 
The men 
tend to be tall, and average out at 
5 feet, 1014 inches. There are many 
over 6 feet, the tallest, perhaps, giving 
his altitude as 6 feet, 4 inches. But 
there are shorties too in the ranks. A 


motion man and woman. 


couple of promotion managers stand 
5 feet, 4 their Adler 


elevators. 


inches in 


The average promotion girl is 5 feet, 
51% inches, but a few came near the 
6 foot mark, and one, at least, is only 
an inch over five feet tall. 

The difference in weight between 
the male and female of the promotion 
species comes to some 46 pounds, with 
the average man weighing 168 and 
the typical girl reporting 122 pounds. 
Heaviest man admitted he weighed 
225, while the lightest weighed in at 
a modest 108. 

Both predominately 
brown-haired, but there is a good 20 
per cent of blondes too, and a scatter- 
ing of black-headed promoters. More 


sexes are 


women than men have red tresses, and, 
while a number of men admit they 
are balding, already grey, or white- 
haired, there is no such report from 


any woman manager (editorial com- 
ment withheld). 

Eye color, too, shows little differ- 
ence between the sexes, with blues 
predominating. The girls, however, are 
inclined to regard their eyes as blue- 
green or green in around 35 per cent 
of cases, while only a modest 6 per 
cent have green eyes. Browns are 
numerous among both men and wo- 
men, amounting to about 30 per cent 
of men and 25 per cent of women. A 
few hazels, blacks and greys are 
reported. 

More men than women promotion 
managers are married, with around 
80 per cent of males admitting they 
are family men, as compared to some 
18 per cent single. Slightly over 1 
per cent are divorced, and just under 
1 per cent are widowers, according to 
the answers. 

About 52 per cent of women pro- 
motion managers are single, 40 pet 
cent married, 5 per cent divorced and 
the remaining 3 per cent widows. 

The average married man has two 
children, but many have more, with 
the largest family including six. There 
are many three- and four-children 
families where all are either boys or 
girls. Several fractional children are 
reported, with fathers counting the 
months until little whosis’ appearance. 
mothers 


Promotion-manager aver- 


age about one child each. 


(Continued on page 73) 
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Television’s efficiency 


far superior to that of newspapers 


in reaching customers. 


research reveals 


Le: 


Frozen-food Marketing) 


rozen-foods packagers, probably 
F the fastest-growing segment in the 
important food-products industry, are 
finding in television not only the most 
provocative advertising medium, but 
the most efficient as well. 

There is good reason for this efficien- 
cy, some meticulous research by the 
Television Bureau of Advertising has 
revealed. 

For example: 

® Households which used frozen 
foods and the housewives in these 
homes spent three times as much time 
watching television as they did read- 
ing newspapers. 

© Some 80.9 per cent of homes 
equipped with freezing-storage facili- 
ties are television homes. (Since the 
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research in question was completed 
this percentage has become even 
greater. ) 

© Households equipped with tele- 
vision consume 81.8 per cent of all 
frozen foods. 

e And, probably most important of 
all, in households where use of frozen 
foods is heaviest, the ratio of watching 
television over reading newspapers is 
heaviest, exceeding in every instance 
the ratio of ‘tv viewing as compared 
with newspaper reading in homes 
where there is a lighter use of frozen 
foods. 

The frozen-food research is based on 
personal interviews conducted in a 
representative cross-section of 3,000 


U.S. households during the week be- 


ginning Sept. 5, 1956. All members 
of the household were interviewed, 
with the questioning taking place be- 
tween 6 and 9 p.m. The study was 
made by The Pulse, Inc., under the 
direction of TvB’s director 
search, Dr. Leon Arons. 

The study shows that about three- 
fourths of U.S. households (74.4 per 
cent) reported consuming frozen foods 
during the seven days preceding the 


of re- 


interview. 

Types of frozen foods used, and the 
percentage of U.S. households using 
each, follow: 


Juice 44.1% 
Fruit 14.5 
Vegetables 41.5 








Time Spent with Newspapers and Television By Various Types of Frozen Food Users 








Minutes Minutes Min. house- 
% hsehlds. % of total hsehlds. spent  hsehlds. Ratio wife read Min. house- Ratio 
Food & Type Used using volume used on paper viewed tv tv/nsp. paper wife viewed tv tv/nsp. 





JULES ea SSSR 





















Light (1-3 cans) 54.6 28.0 111.8 336.9 3.0 49.3 139.9 2.8 
Heavy (4 or more) 45.4 72.0 109.5 364.8 3.3 51.2 160.5 3.1 
ER U LTS Sa a 
Light (1 pkg.) 45.6 16.4 128.1 356.5 2.8 51.4 150.4 2.9 
Heavy (2 or more) 54.4 83.6 108.0 353.8 3.3 42.4 165.3 3.9 
VEGETABLES Sr 
Light (1-2 pkgs.) 49.3 21.3 114.0 350.6 3.1 50.6 144.9 2.9 
Heavy (3 or more) 50.7 78.7 109.1 368.2 3.4 49.5 164.0 3.3 
SOU PS SRR ea Be 
Light (1 can) 51.7 22.7 136.8 316.8 2.3 58.2 165.2 2.8 
Heavy (2 or more) 48.3 77.3 125.8 372.3 3.0 43.8 177.2 4.0 
EUS qggppmemeeppmpmmmenpeperserrrr r= 2 ee UES 
Light (1 pkg.) 63.3 38.8 123.2 331.6 2.7 55.1 158.7 2.9 
Heavy (2 or more) 36.7 61.2 107.5 399.6 3.7 48.4 207.7 4.3 
PREPARED DISHES Rp 
Light (1-2 pkgs.) 51.8 26.6 118.0 342.1 2.9 49.3 147.4 3.0 
Heavy (3 or more) 48.2 73.4 120.5 380.6 3.2 47.1 178.1 3.8 
POULTRY qq eee 
Light (2 lbs. or less) 0.3 17.5 121.9 338.8 2.8 54.7 149.8 2.7 
Heavy (3 or more) 9.7 82.5 102.3 394.7 3.9 48.7 165.8 3.4 





MEATS | gqypgpepppppmpmgmererrpescre rece ns ee EMT TM 







Light (4 lbs. or less) 0.7 21.6 118.1 348.2 2.9 49.9 150.3 3.0 
Heavy (over 4 lbs.) 9.3 78.4 113.8 395.3 3.5 52.7 161.2 3.1 
BAKED GOODS EES SO 
Light (1-2 pkgs.) 59.5 18.5 116.9 359.1 3.1 54.3 162.6 3.0 
Heavy (3 or more) 40.5 81.5 115.3 391.1 3.4 44.7 162.8 3.6 
ALL FROZEN FOODS 116.6 354.7 3.0 49.0 149.6 3.1 
















Soup 6.0 day period and suggested a very short A comparison of units (cans, pack- 

Fish 17.1 purchase-to-use cycle in many cases. ages or pounds) of each type of frozen 

Prepared dishes 10.1 On the other hand, about three- food consumed in the homes with and 

Poultry 20.7 fourths of the dollar value of the without freezer units follows: 

Meat 27.8 frozen foods consumed in the period P 

Baked goods 10.2 (74.2 per cent) was by households with 7 

Any frozen food 74.4 equipped with freezer-storage facilities. freezers without 

In other words, 41.3 per cent of frozen- Juice 52.3% 47.7% 

At the same time it was found that _—food-using households accounted for Fruit 68.3 31.7 
only a little over one-third of U.S. © 74.2 per cent of the total value of all Vegetables 59.0 41.0 
households (36.6 per cent) had freezer frozen foods consumed. Soup 73.3 26.7 
units or combination freezer-refrigera- Further proof of the value of the Fish 58.8 41.2 
tors, and only five-sixths of these (83.9 market of the freezer-storage-equipped Prepared dishes 71.5 28.5 
per cent) consumed frozen foods household is shown by the fact that the Poultry 79.2 20.8 
during the week being studied. average dollar value of frozen foods Meat 80.4 19.6 

This indicated that households with consumed by households with freezer- Baked goods 83.3 16.7 


freezer-storage facilities represented 
only 41.3 per cent of all households 


using frozen foods during the seven- 


storage was $7.58, compared to $1.85 
per households not equipped with such 
storage. 





An interesting fact developed during 
the study was that, with the exception 
(Continued on page 77) 
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generation 





Television 

sons find fathers’ 
broadcasting 
footsteps attractive, 


survey reveals 


oes 


WARREN P. WILLIAMSON JR. and Ill, WKBN-TV Youngstown. 














4a ™ father, like son” is an aphor- 

ism that is generally as errone- 
ous as it is clichéd, particularly when 
father is a self-made man who did it 
the hard way. Too often to serve the 
interests of platitudinous accuracy, 
Junior would rather take up finger- 
painting or beachcombing than follow 
in papa’s mercantile footsteps—unless, 
of course, he can start at the top. 

But in television, perhaps because 
it, like show business, is a business 
there’s no business like, the old chest- 
nut about father-and-son consanguin- 
ity holds surprisingly true. Although 
video’s growth has occurred almost 
entirely within the past decade, in a 
remarkable number of instances the 
sons of top tv executives are entering 
their paters’ companies, or have been 
in them for some years back. 

Undoubtedly the most widely known 
electronic like-father-like-son illustra- 
tion is provided by the Sarnoffs, pére 
et fils, who hardly need be identified 
further as David, chairman of the 
board of the Radio Corp. of America, 
and Robert W., president of the Na- 
tional Broadcasting Co. 

Because of the illustriousness of this 
example, and the accompanying spot- 
light that has played upon it, Gen. 
Sarnoff’s philosophy on the subject, ex- 
pressed in an extemporaneous speech 
in Miami last December on the occasion 
of NBC’s 30th anniversary, bears 
repeating. Denying the contemplation 
of any change in the present organi- 
zation of NBC, the general went on 
to declare: 

“T should also like to say a word or 
two about Bob, with pardonable pa- 
ental pride which I naturally feel at 
his fine job. I would like to tell you 
what he himself, I am sure, would 
not tell you. That is the fact that it is 
not always easy for the son of a 
father who is the head of an organi- 


zation to overcome all the road blocks 
and all the difficulties that attach to 
such situations. 

“I am not weeping for him because 
I think that perhaps there is an ad- 
vantage or two, also, which might 
counterbalance these difficulties in a 
measure. Nevertheless, you know the 
legend of success. 

“It is almost impossible for a suc- 
cessful man in the United States to tell 
a story without first touching on his 
difficult start as a newsboy, a 
messenger boy, a delivery boy, or a 
telegraph operator. Apparently, it is 
hard to be a success unless you started 
that way. Well, by the time Bob made 
his appearance I had already done 
some things, and so he was denied 
the opportunity of being a newsboy 
or a messenger boy. 

“T hope that won’t be held against 
him, a Harvard man, if you please, 
whereas I belong to the school that 
Al Smith used to initial after his name 
when he spoke at a university. Others 
put their degrees alongside their names, 
such as LL.D. or D.SC., but he always 
put ‘Al Smith, F.F.M.’ When they 
asked what that represented, he said, 
‘Fulton Fish Market.’ 


His Own Philosophy 


“There is also an element which I 
am sure you will recognize as a human 
element. Sometimes fathers are criti- 
cized—particularly if they head public 
corporations as distinguished from 
private organizations—for having 
members of their own families in the 
same business in positions of responsi- 
bility. I have thought a good deal 
about this, and I have developed my 
own philosophy. Right or wrong, I 
would like to suggest it to you because 
some of you ‘might some day have 
similar experiences. . . . 

“My philosophy is that when a man 


stands in the way of his own son’s 
progress, he is not thinking of the 
son, he is thinking of himself. He is 
apprehensive about criticism which 
might be levied against him. Now, if 
what you do or fail to do is done on 
behalf of your son, I applaud it. If, 
however, what you do or fail to do is 
done to save yourself from possible 
criticism by some uninformed person 
who refuses to recognize that your 
son’s ability had better be used for 
your company’s benefit than that of a 
competitor, then I don’t think you 
merit any applause. 

“I suggest that fathers have no more 
right to stand in the way of their sons’ 
progress than the sons have the right 
to stand in the way of progress of 
their fathers. . . . 

“There is one other personal refer- 
ence I would like to make. There has 
been talk that Bob is just being warmed 
up, that his office with NBC is more 
or less temporary and he is going ‘up- 
stairs.” I don’t know why upstairs, 
because I must tell you that on the 
53rd floor where Frank Folsom and I 
officiate there is much less fun than on 
the sixth floor below. The best jobs 
are in NBC, not at RCA. They have 
a lot of problems, but they also have 
a lot of fun. 


“T happen to know that Bob recently 
had some flattering offers from the out- 
side. I wouldn’t stand in his way if he 
decided to accept one, much as I should 
regret seeing him go elsewhere, so | 
have avoided any possible influence on 
him. He and I spoke about the great 
opportunities before him outside as 
well as inside, and he said to me: 

“*T like my job with NBC. I don’t 
want to go upstairs or outside. | am 
dedicated to the proposition that NBC 
must be number one in all aspects of 
broadcasting, not only in quality but 
in popularity. I have an organization 
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that now is entirely satisfactory, and 
I shall be here unless | am fired’—of 
course that could happen, even to Bob 
—‘I am here without any time limit 
or without any particular goals other 
than the ones I have fixed for myself— 
namely, to go forward with this group 
and to make you and everyone else 


°° 


proud of what we are doing. 

Robert William Sarnoff joined NBC 
on Jan. 1, 1948, as an account execu- 
tive in the sales department. He was 
named assistant to the national pro- 
gram director of NBC-TV in November 
of that year, and the next step was 
his promotion to television production 
manager, followed by a period as tv 
program sales manager. 

Next came his appointment in Janu- 
ary 1951 as director of NBC unit pro- 
ductions. In addition to supervision of 
the NBC-TV Opera Theatre and the 
documentary series, Victory at Sea, 
his responsibilities included the Colgate 
Comedy Hour, Your Show of Shows, 
All Star Revue and the Kate Smith 
Hour. 

Mr. Sarnoff was elected a vice presi- 
dent of NBC in June of 1951, and a 
year later he was placed in charge of 
the newly created NBC Film Division, 
now the NBC Television Films division 
of California National Productions. In 
September 1953, while still head of the 
film division, he was made executive 
assistant to the vice chairman of the 
board. Elected to the NBC board of 
directors a month later, he became 
executive vice president of the network 
on Dec. 4, 1953, and two years and 
three days later was named its presi- 
dent. 

The leitmotif of the father-and-son 
theme at NBC is not being played 
solo by Bob Sarnoff. Thirty-year-old 
Thomas Warren Sarnoff, the general’s 
youngest son, entered the NBC fold in 
1952 as assistant to the director of 














finance and operations in the network’s 
Pacific division. He later assumed 
complete responsibility for the posi- 
tion, the title of which has since been 
changed to director of production and 
business affairs, and last January he 
was elected a vice president of the 
network. 

Holder of a degree in electrical en- 
gineering from Stanford University, 
Tom Sarnoff cut his broadcasting eye- 
teeth at ABC-TV in Los Angeles, work- 
ing up from floor manager through 
assistant director and then assistant to 
the production manager, rounding out 
this training by serving as supervisor 
of sales operations. He then moved to 
the Metro-Goldwyn-Mayer studios to 
gain experience in film production, 
before stepping over to NBC. 


Storer Family 


One of the most celebrated of tv- 
spawned dynasties, outshining even the 
Sarnofis numerically, has as its pater- 
familias George B. Storer Sr., presi- 
dent of the Storer Broadcasting Co. 
With three of them filling important 
jobs in the business, and a fourth being 
groomed to do likewise, the Storer 
scions are proving almost singlehand- 
edly (or perhaps that should be single- 
clandedly) that when it comes to 
television “like father, like son” is no 
idle boast. 

George Butler Storer Jr. became 
vice president and managing director 
of KEYL-Tv San Antonio in November 
1951; for three years prior to that he 
had served as assistant managing di- 
rector of WAGA-AM-FM-Tv, the Storer 
stations in Atlanta. In April of 1954 
he was transferred to the Storer home 
office to take up the duties of vice 
president for planning and finance. 
Thirteen months later he became 
southern district vice president, and 
last May 1 he was appointed vice 


president for television operations. 

James P. Storer was employed by 
wcss Miami in November 1950 and 
worked in program production, as 
music librarian and as a copy and 
script writer for the next two years; he 
was appointed merchandising manager 
for the station in November of °52, 
setting up a national sales promotion 
service with two major local food and 
drug chains. In January 1956 he was 
transferred to Storer’s New York office 
to become merchandising manager for 
the company. Since then he has been 
working toward the creation of na- 
tional sales promotion and merchan- 
dising departments at the other Storer 
radio stations. 

Peter Storer started out as control 
engineer at wcBs and during college 
vacations worked as an announcer at 
wJBK Detroit and in the Storer ac- 
counting department. From 1951 to 
1954 he served as public-service di- 
rector, promotion manager, merchan- 
dising manager and account executive 
at WJBK-TV, leaving there to go with 
CBS Radio Spot Sales in New York as 
account executive until June 1955, at 
which time he returned to the family 
firm as New York sales manager for 
waGa-Tv Atlanta and wesrc-Tv Bir- 
mingham. With the sale of the latter 
station last May and the acquisition by 
Storer of wrprH Wilmington—now 
wvuE—he became sales manager of 
WPFH; three months later he switched 
to the same position at WJW-TV 
Cleveland. 

Twenty-five-year-old Robert Mozier 
Storer, youngest of the brothers, is not 
yet in the family business, but he’s 
getting tv broadcasting training at 
west Miami in addition to attending 
the University of Miami. A four-year 
hitch in the Navy from 1952 to 1956 
and a brief affiliation with the Miami 
Beach Sun round out Bob’s still young 





career. 

All along the coaxial cable a good 
many other sons of a good many other 
tv toppers are ensconced alongside 
their sires in varying executive posi- 
tions, and following are some of these 
two-generation tandems at video sta- 
tions around the country, in alphabet- 
ical order according to city. 

At kenc-Tv Amarillo, Wesley S. 
Izzard, general manager and secretary, 
at 57 has 22 years of broadcasting 
behind him since he started with KGNC 
as a newscaster when the station first 
went on the air in 1935. At that time 
he was also program manager. A year 
later he was appointed secretary of the 
radio outlet, and when KGNC-TV came 
into existence he was made general 
manager of the operation. 


Bob a Young Veteran 

His son, Bob Izzard, has been with 
the am and tv stations for an even 
dozen of his 34 years. Young Mr. 
Izzard _ started 
KGNC, moved to its news department 
in 1948, became news director in 1952 
and then was elevated to joint news 


as an announcer on 


director of am and tv a year later, 
the position he holds today. 

On March 21, 1956, Radio Augusta, 
Inc., operators of WRDW and WRDW-TV 
Augusta, Ga., was purchased by South- 
eastern Newspapers, Inc., publishers of 
the Augusta Chronicle and the Augusta 
Herald. Chief executive of Southeast- 
ern Newspapers is William S. Morris, 
who became chairman of the board of 
Radio Augusta upon its acquisition by 
the publishing firm: Mr. Morris has 
two sons, William S. Morris III and 
Charles H. Morris. 

William S. Morris III graduated 
from the School of Journalism at the 
University of Georgia in June 1956. 
Pending his being called for service as 
an officer in the U. S. Army, he has 

(Continued on page 70) 
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Casiamiin 275 


...anew model 16mm Television Projector for use 
with Vidicon chains. . . Designed to replace 
Model 250. 


Features (Condensed for quick reading ) 


1. Mechanism: Heavy-duty for long life, low 
maintenance; oil reservoirs; unitized construction 
with isolated intermittent. 


2. Pulldown: 8-tooth sprocket actuated by proved 
Geneva movement. 





3. Light source: (500-watt tungsten lamp.) Standby 
lamp in lamp house easily put into operation by 
external handle. é; 


4. Application Time: 30% of each TV field. 


5. Sound: Equipped with optical sound. Includes 
provisions to add magnetic sound playback. 


* 1. Equipped for remote control. 


* 2. Provides facility for still-frame viewing by rotating 
main drive motor to open shutter. Lamp is at 
standby voltage during still-frame viewing. 


*3. Moderate price range. 
For further information, consult your customary 
source for television station equipment or 
inquire direct. 


EASTMAN KODAK COMPANY 
Motion Picture Film Department 
Rochester 4, N. Y. 





East Coast Division West Coast Division 
342 Madison Ave., New York 17, N. Y. 6706 Santa Monica Blvd., Hollywood 38, Calif. 






Midwest Division 
130 East Randolph Drive, Chicago 1, Ill. 





*. 





ROUNDUP OF NEWS 





Producers, Distributors 


SEA HUNT DRAMA SERIES 

The Ziv Tv sales force is beginning 
to make presentations around the key 
markets of the country for its latest 
series called Sea Hunt which will be 
ready for telecasting in January 1958. 
This is an underwater drama series, 
the first of its kind for tv, and is now 
in production in various locations 
along the coast of Southern California. 


SCREEN GEMS APPOINTS 

Screen Gems, Inc. has named Gene 
Plotnik publicity manager. Mr. Plot- 
nik came to the company this past 
June after nine years on the staff of 
Billboard, most recently as associate 
editor of the television department. 
Screen Gems also announced that Re- 
diffusion Hong Kong bought one quar- 
ter hour series, Patti Page Show, and 
five half-hour programs: The Adven- 
tures of Rin Tin Tin, Jungle Jim, The 
77th Bengal Lancers, Tales of the 
Texas Rangers and Circus Boy. Wil- 
liam Fineshriber Jr., director of inter- 
national operations, reports that the 
Swedish-government system, A. B. 
Radiotjanst, purchased Circus Boy and 
Scrappy and Krazy Kat cartoons and 
renewed Jungle Jim. 


TPA SALES IN JAPAN 

Television Programs of America, 
Inc. reports the largest single sale by 
an American television film company 
in Japan as well as the first sale of a 
film series in Korea. Radio Tokyo Tv 
Network which includes stations in 
Tokyo, Osaka, Nagoya and Hokkaido, 
bought Lassie, Susie and Ramar of the 
Jungle. Another series distributed by 
TPA, The Lone Ranger is to be shown 
in Tokyo only. In Seoul, Korea, sta- 
tion HLKZ-Tv took on Ramar of the 
Jungle, Fury and Count of Monte 
Cristo. Meanwhile, back in the firm’s 
eastern division headquarters, Ralph 
J. Baron was made assistant division 
manager. He will cover Baltimore, New 
England and South Atlantic states. Mr. 
Baron was general manager of WHMS 
Wilmington, held the same position at 


On Film 


winx Washington and before coming 
to TPA in January 1956, was with Ziv 
TV. 


MISS BARISH AT OFFICIAL 
Miss Sherlee Barish is the new sales 
coordinator at Official Films, Inc. Miss 
Barish, formerly midwestern sales rep- 
resentative of the company, will make 
her headquarters in New York. She 
will work with Ray Junkin, vice pres- 
ident and director of sales and Stan 
Smith, who was recently promoted 
from senior account executive in New 
York to the post of sales manager. 


FILM FOR RURAL AUDIENCE 

A new half-hour film called Cross- 
Country is scheduled for telecasting 
January 1958. This is a service pro- 
gram aimed at rural viewers, and is 
being produced, edited and distributed 
by Cross-Country Network, Inc., a 
division of Fred Niles Productions, 
Inc., Chicago-Hollywood. 


ONYX SALE 

Onyx Pictures Corp., distributor for 
Comedy Corp. of America, has sold 
the Blue Ribbon Cartoon Package to 
wBz-TV Boston, WBBM-TV Chicago, 
wkca-Tv New York and 10 other mar- 
kets to be announced. 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC., sales: 


Goldmine Library: Kx.F-tv Butte, KSPR-TV 
Casper, KxGN-tvy Glendive, KGEz-TV Kalis- 
pell, KooL-tv Phoenix, Kota-tv Rapid City. 
Popeye Cartoons: weva Albany, KFDM-TV 
Beaumont, woc-tv Davenport, wstv Jackson. 
Warner Bros. Cartoons: woc-ty Daven- 
port. Warner Bros. Features: WKRC-TV 
Cincinnati, wrtvN-tv Columbus, KXGN-TV 


igh 


‘ea 






Screen Gems is sending Patti Page 
and friends to Hong Kong. 





5 wd 
“Winston's taste good as a cigarette 
should,” commercial by Robert Lawr- 
ence Productions. 


Glendive, K¢ez-tv Kalispell, KpKa-tv Pitts- 
burgh, wiap-tvy Lexington, KotA-tv Rapid 
City. 


RCA RECORDED PROGRAM 
SERVICES, sales: 

Town & Country Time: xsot-ty Boise, 
KpIx-tv Dickinson, KTRK-Ty Houston. 


STERLING TELEVISION CO., INC., 


sales: 
Abbott and Costello: wrix New York, 
Armchair Adventure: K«uHQ-TV Spokane. 


Bowling Time: wxst LaCrosse, Kpac-ty Port 
Arthur, Tex., Miles City Closed-Circuit Tv. 
Features: WHYN-TV Springfield. [’m The 
Law: wtar-tv Norfolk, kpac-tv Port Arthur, 
Tex., Kvoo-tv Tulsa. Jungle: xctv San 
Angelo. 


WINIK FILMS CORP. sales: 


Famous Fights: wxtv Utica, Schlitz. 


Suppliers. Services 
HALAS & BATCHELOR IN N. Y. 

The British firm Halas & Batchelor 
Cartoon Films, Ltd., has opened offices 
here at 11 W. 42nd St., New York. 
Heading the production and liaison 
branch is Irene Lee, formerly with the 
Halas & Batchelor London office. 

The company claims to be the 
largest animation studio in Europe 
and has produced full-length features 
for theatrical use as well as tv com- 


mercials. 


GUILD FACILITIES 

Guild Films Co.. New York, has 
announced that it has set up production 
facilities for its commercial division 
in Hollywood, Mexico City, London 
and Puerto Rico. Main operations will 
continue in New York. At the same 
time, Guild has revealed the launching 
of a new: “unitized service” plan to 
help sponsors and agencies meet any 
tv air dates. 

Under the plan, Guild will assign 
a producer, director, editor and art 
director to work continuously with 


(Continued on page 55) 
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The boom is on in Lexington! And we're putting out a power 
packed picture to an enthusiastic twenty county area. Kentucky's fastest 
growing market has greeted us with enthusiasm and close to 100,000 


television homes are waiting for your message now | 


LEXINGTON, KENTUCKY, TELEPHONE: 3-2727 


Contact Miller (‘Mill’) Welch, Commercial Sales Manager in Lexington 


or get hold of John E. Pearson Company representative closest to you. 
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Film 
the agency producer and account ex- 
ecutive on each assignment. 


(Continued from page 53) 


ANIMATION APPOINTMENTS 

Animation, Inc., Hollywood, has 
made two new appointments as part 
of a general expansion. Joe W. Ed- 
wards, Chicago advertising and public 
relations executive, will represent the 
firm in Chicago, Milwaukee, St. Louis 
and Texas, according to an announce- 
ment by Earl Klein, president of 
Animation. 

Mr. Edwards succeeds Jay Norman, 
who represented Animation in Chicago. 
Mr. Norman has resigned to devote 
full time to live action films. 

A second appointment by Animation 
is that of George Kellogg, jingle 
writer, who will handle tv sales for 
the west He also will head 
up the newly-formed radio division, 
enabling Animation to offer clients 
complete service in both media. 


coast. 


CARAVEL APPOINTMENT 
Caravel Films, Inc., New York, has 
made its first appointment since occu- 
pying its new film production center in 
Manhattan. Phil Frank, who has been 
in tv and film sales since 1948, has 
joined the of Caravel. 
Prior to this, Mr. Frank was a sales 
and account executive for Peter Elgar 


sales staff 


Productions, Screen Gems and George 
Blake Enterprises. 

Caravel will formally open its new 
center on Oct. 23. Located at 20 West 
End Ave., New York, 23, the firm has 
already started to produce commer- 
cials from this site. 


MGM-TV NAMES BRAND 
The appointment of Richard Brand 
as salesman 


in the commercial and 





John Garfield and Joan Crawford in 
Humoresque, an AAP Warner Bros. 
feature. 


industrial film division of MGM-TV 
has been announced by Richard A. 
Harper, general sales manager. Most 
recently, Mr. Brand represented sev- 
eral leading New York film producers. 
Before that he was a unit manager 
at NBC and associate producer at 


CBS. 


Film Commercials 


COUSENS PRODUCTIONS, INC. 


Completed: Canada Dry Ginger Ale, Inc., 
Mathes; Procter & Gamble Co., Canada, 
(Camay), Hayhurst; Colgate-Palmolive 
Co., Canada, (Vel, Brisk), Foster. 


SHAMUS CULHANE 


PRODUCTIONS, INC. 
Completed: Colgate-Palmolive Co. 
Beauty bar), Carl S. Brown; Paper Mate 
Co.. Inc. (Paper Mate pens), FC&B; P. 
Ballantine & Sons (beer), Esty; National 
Biscuit Co. (Premium Saltines), McCann- 
Erickson; Holsum United Bakery Program 
(bread), W. E. Long; CBS (Playhouse 90— 
restaging), direct; Alberto-Culver Co. (VO- 
5, Rinse Away), Wade; Aluminum Corp. 
of America (Alcoa label), F&S&R; Scott 
Paper Co. (Scotties & Towels), JWT; Fron- 
tier Foods Corp. (Flav-R-Straws), R&R; 
Kimberly-Clark Corp. (Kleenex), FC&B. 

In Production: Miles Laboratories, Inc. (1- 
A-Day, Alka-Seltzer), Wade; Pharmaco ,Inc. 
(Feen-a-mint & Chooz), DCS&S; Knomark 
Mfg. Co. (Esquire shoe polishes), Mogul; 
Carling Brewery Co., Inc. (Red Cap ale), 
McKim; General Motors Corp. (Frigidaire), 
Kudner; Frontier Foods Corp. (Flav-R- 
Straws), R&R; Quaker Oats Co. (Sugar 
Puffs. Puffed Wheat & Rice), Wherry, Baker 
& Tilden; Radio Corp. of America (RCA 
picture tube), Lefton; Lever Bros. Co. (Lux 
soap & Wisk), JWT; All-State Insurance 
Co., Burnett; Blitz-Weinhard Co. (beer), 
J. J. Weiner; Pfeiffer Brewing Co. (beer), 
Maxon; H. J. Heinz Co. of Canada (meat 
dinner. Fresh Pack), MacLaren; The Crack- 


er Jack Co. (Cracker Jacks), Fitzmorris; 
Carnation Co. (evaporated milk), Fitz- 
morris; American Tobacco Co. (Bucking- 
ham cigarettes), MacLaren. 

DYNAMIC FILMS, INC. 

Completed: Perfect Circle Corp. (Speed- 


ostat), direct. 

In Production: Pan American Airlines (polar 
route), direct; Police Athletic League (PAL 
center), direct. 


GRAY & O’REILLY 


In Production: Block Drug Co., Inc. (Rem- 
Rub), Gumbinner; General Cigar Co. 
(White Owl) “Y&R; Falstaff Brewing Corp. 
(beer), D-F-S; Remington, Inc. (electric 
shavers), Y&R; Cities Service Co. (gas- 
oline), Ellington; Grove Laboratories, Inc. 
(Fitch shampoo), Cohen & Aleshire. 


HARRIS-TUCHMAN 
PRODUCTIONS 


Completed: Sales Builders, Inc. (Max 
Factor Curl Control, Sebb shampoo), Ander- 
son-McConnell; Shipstads & Johnson Ice 
Follies (Ice Follies of 1958), Walter Mc- 
Creery. 
In Production: Colgate-Palmolive Co. (Flori- 
ent deodorant, Lustre Creme, Palmolive soap, 
Fab), L&N; Stauffer Reducing, Inc. (Stauf- 
fer home reducing plan), direct; Arizona 
(Continued on page 79) 
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Live local sports are 
exclusive on Houston’s 
live station... 
Whether it’s tournament 
golf, weekly wrestling, 
Little League baseball, 
or National AAU swim 
championships . . . only 
KTRK-TV covers for 
Houston the local 
sports spectacles that turn to 
interest them most!!! Page 60 
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KTRK-TV 
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CHANNEL 13 
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thanks 
for your 
enthusiasm 


Your telegrams, 
letters 

and phone calls 
confirm that the new 
PRINTERS’ INK 

is indeed 

BIG NEWS ON 
ADVERTISING STREET 


i 
i 





You have more than fulfilled your pledge 
of improved appearance, more interesting editorial 
content, news and readability — V. P. and Advertising Manager 


In 35 years of readership 
no single issue has given me 
the grand wallop of your new model — Executive Editor, consumer magazine 


Your new improvements will help us do our job better — President, sales counselors 


Dramatic evidence of better service 
to all of us in marketing— Publisher, consumer magazine 


... Breezy in presentation...easy to read... 
meaty in content...every page alive— Editor, consumer magazine 


Bright clean editorial layout... very readable service — Director of Advertising 


... Editorial matter and excellent layouts 
point to great maturity — Agency V. P. 


The new PRINTERS’ INK is a vital one... attention 
attracting ...easier and faster to read...I stopped 
everything and went through it cover to cover— Publisher, consumer magazine 


A real smash! 
.-- particularly like “Advertising Week” 
and Bill Jackson’s column on television commercials— Account Executive, agency 


Dramatic evidence of PI.’s characteristic approach 
toward even better service 
to all of us in marketing— Publisher 


Any business that steps ahead boldly, 
even though the status quo seems adequate, 
will never fall behind in its field— Agency Executive 


The new PI. is superb... 
splendid improvement of 
an already excellent publication— Vice President, research 


As a 17-year subscriber, 
I look forward to spending even more time 
with one of my favorite magazines— Agency V. P. 


Congratulations on the best face-lifting 
since LIFE went king-size! — Agency Executive 


Terrific... 
I went through the book 
cover to cover at one sitting — Public Relations Executive 


Especially like “Advertising Week”... 
so much useful news in easy-to-read 
and organized form— Advertising Counselor 


It’s going to set 
new records for PRINTERS’ INK 
...a grand old name, getting grander— Publisher 


Bright... well constructed... 

full of helpful ideas and information— Executive Secretary, publishers association 
Congratulations!!!! 

I almost spilled the coffee 

when I saw this week’s issue— Advertising Counsel 


A very interesting evolution... 
It will be interesting to see 
what happens in 1958-9-60— Consultant to Advertising Agencies 


This is one of my “musts” and your new format 
impels a great deal more interest— Advertising Manager 


It is certainly a bold departure... 
looks very good to me— President, publishing company 


Removing the cover ad was a bold step but inevitable 
and I am delighted with the markedly 
increased distance between covers.— Director of Market Research 


PRINTERS’ INK 2058 EAST 42n0 STREET, NEW YORK 17, NEW YORK 
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hen one advertiser makes a fill-in 
buy of another advertiser’s net- 
work show—that is, takes over spon- 
sorship for a short term—the displacer 
is spending money that, in most cases, 
would otherwise be allocated to spot. 
This fill-in process not only takes away 
but it also hits at one of spot’s strongest 
claims: flexibility in calendar time. Spot 
is appealing to the advertiser who seeks 
a_hit-hard-and-short-run campaign. 
Spot, of course, still affords this kind 
of advantage, but it is no longer unique 
because of the fill-in network buys 
which, from all indications, will be 
used more in the coming season. 
This deflection of spot funds is 
surely one of the more serious ob- 
stacles facing the spot seller. And in 
finding an answer to it, the spot seller 
might, at the same time, also discover 
how to overcome several other equally 
serious and long-standing hurdles such 
as rate increases, inter-media compe- 
tition and laissez-faire advertisers and 
agencies. 


Better Selling 


In talking to selling executives, it 
was found they are in general agree- 
ment that, as always, the best single 
way to lick the multiple problems is 
“for more and better creative selling.” 

Too many sellers for too long a 
time sit by their phones waiting for 
buyers to call. Once the media allot- 
ments are made and the market list is 
made out, it doesn’t take a salesman 
to carry on from there. An order-taker 
suffices. 


October 21, 1957 


a review of 
current activity 
in national 
spot tv 


The idea, one sales executive stated, 
is, “Get to the dough before plans are 
made or allocated. And even if that 
doesn’t work, but you’ve had a hear- 
ing, go back to the source before the 
dough’s spent. This is creative selling. 
Anything less is status-quo selling.” 

Another rep pointed out that another 
function of creative selling is to bring 
new advertisers to spot. This is, at best, 
a difficult process. Often, it was sug- 
gested, the agency doesn’t want to 
make any pioneering moves, it doesn’t 
want to move out of any one of its 
present media to make way for spot. 
When this happens, creative selling 
dictates, it is time to go to the client. 
Telling your story is the essential of 
creative selling. 





David Lambert, Benton & Bowles, Inc., 
New York timebuyer, makes spot 
placements for Philip Morris, Inc.’s 
Parliament cigarettes. 





REPORT 


AIR FRANCE 
(Buchanan & Co., N. Y.) 


The airline made its tv spot bow with a 
three-week campaign during September, 
using ID’s in New York and Chicago. Th« 
company expects to make a return flight 
around March and when it does it will 

stay on the air for a longer period. Mildred 
Ingvall is the timebuyer. 


AMERICAN BAKERIES, INC. 
(Young & Rubicam, Inc., Chicago) 
This company is proceeding on a market-by- 
market basis in placing its two-week 
saturation schedules. (It uses the gimmick 
of taking pictures of shoppers in super- 
markets and food stores and advising them 
to watch for it on tv). The campaign is just 
concluded in Toledo and starts in Cleveland 
and Cincinnati. There may be other 
markets in the same midwestern area also. 
Ruth Leach is the timebuyer. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


There will be a test coming up for one 
product soon. The agency takes over 

the entire Armour food line on Nov. 18. After 
that time there might be some more testing 
and also some full-scale spot campaigns. 

Sol Israel is the timebuyer. 


B. T. BABBITT, INC. 

(Donahue & Coe, Inc., N. Y.) 

Right now the company is in the midst of 

a heavy radio campaign that will carry 
through the end of the year. There is a 
possibility that Babbitt will try a test for one 
of its new products within the next three 
months. In any case, the firm will be 
active for BAB-O and other of its products, 
early in 1958. Art Topol is the timebuyer. 


BLOCK DRUG CO. 


(Lawrence C. Gumbinner, Inc., N. Y.) 


The company is beginning 22 weeks of 
spots in selected markets for REM, 
MINIPOO, and OMEGA. Diane 
Neugarten is the timebuyer. 


BON AMI CO. 
(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 


Bon Ami has joined with Scott Paper Co. 
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Will that clever use of trademark plus 
product-in-use surely fix the brand name 
in the viewer's mind? Not if the picture is 
dull, indistinct and poorly reproduced by 
obsolete film equipment. The first step to 
more “sell” in film commercials really 
must start with station facilities. It's no 
trick at all to impart “snap” and realism 
with modern RCA film room equipment. 
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YOUR Fim OOLLaAR..«. 





How to Get Picture Quality that 
Puts More Sell in Commercials... 
But Keeps Your Operating Costs Down! 





Here are three ways to improve film quality and reduce 
operating costs at the same time: 


a. Use a Vidicon film camera 
b. Use professional projectors 


c. Use an up-to-date multiplexer 


RCA Vidicon Film Camera operation not only gives the best picture 
quality, but transforms wastefulness (caused by inefficiency 
of outmoded equipment) to profit. 


Professional Film and Slide Projectors save operating dollars. 

Lamp costs are lower—lamps can operate until burn-out. Thirty to 
fifty hours of operation are not unusual for a normal 10-hour lamp. 
Rebate costs on lost commercials due to lamp failure are eliminated, 
thanks to the automatic lamp change feature. You get business 
protection plus the high quality these projectors impart. 


The RCA TP-15 Multiplexer, providing efficient layout of the system, 
assures lower costs through ease of maintenance and expansion. 


The RCA Vidicon Film System provides 
the standard of film reproduction by which 
all other methods and equipment are judged. 








Ask the RCA Broadcast Representative to show 
you our detailed new film manual, “Planning TV 


Film Facilities for Color and Monochrome.” 


RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk(s) ® 
In Canada: RCA VICTOR Company Ltd., Montreal 
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The “live” news beat of 
our news and weather 
reporters stretches a 
hundred miles in all 
directions from top 
Newsedicaster 
Ray Conaway’s desk. 
From the local police 
blotter to the maelstrom 
“eye” of Hurricane Audrey 
. . . we cover the news 
that affects Houston 
most . 
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in a tie-in campaign using tv spot along with 
other media. This promotion for JET 
BON AMI’S push-button package consists 
of 10 to 15 announcements per week 

in the 50 top food markets in the country. 

A merchandising program of over $250,000 
is backing this effort. Mary Dowling is the 
timebuyer. 


CARTER PRODUCTS CO. 
(Ted Bates & Co., Inc., N. Y.) 


The usual large-scale spot campaign is 
getting underway for Carter’s LITTLE 
LIVER PILLS. These schedules are set 
for six months. Greg Sullivan is the time- 
buyer. 


CHOCK FULL O° NUTS 
(Grey Advertising, Inc., N. Y.) 


This coffee company started a fairly heavy 
26-week spot schedule of daytime and early 
evening 20’s and ID’s in Philadelphia 

that is set to run into next March. The 
company now has spot tv schedules, 
announcements and/or five-minute news- 
weather-sports shows, in New York, Boston, 
Hartford, New Haven, Albany and Wilkes- 
Barre. Joan Stark is the timebuyer. 


CLAIROL, INC. 
(Foote, Cone & Belding, N. Y.) 


This firm’s sponsorship of the half-hour film 
version of The Honeymooners, as covered 

in Aug. 12 Spot Report, is being run in 

the following 15 markets: Atlanta, 
Baltimore, Boston, Buffalo, Chicago, Cleve- 
land, Dallas, Detroit, Miami, Minneapolis, 
New Haven, New York, Philadelphia, 
Pittsburgh and Washington. In addition 
Clairol is an alternate weekly sponsor of a 
feature film show in San Francisco and is 
running another syndicated series in 
Chicago, Celebrity Playhouse. Penny 
Simmons is the timebuyer. 


E. F. DREW & CO. 
(Donahue & Coe, Inc., N. Y.) 


TRI-NUT MARGARINE has just finished a 
seven-week spot campaign and the com- 
pany is asking for availabilities for another 
campaign, this time for 13 weeks. Art 
Topol is the timebuyer. 


FLORISTS ASSOCIATION OF 
WESTERN PENNSYLVANIA 
(Lando Advertising Agency, 
Pittsburgh & Erie) 


The agency has just taken over this 
account and advises that media plans 
will include tv. Leo A. Urbanowicz is the 
contact. 


FORD MOTOR CO. 
(J. Walter Thompson Co., N. Y.) 


There are two separate campaigns running 
out of Ford. The one for trucks and backed 
by the company is the smaller one, using 
around 35 markets. The Ford Dealer 
placements, however, should be in every area 
in the country, possibly some 130 markets. 
These schedules begin on varying dates in 
October and until Nov. 7, new-car 

debut time, teaser ID’s will be used. After 
that, minutes, 20’s and ID’s. The length of 
these campaigns will vary according to 
districts. Joe Barker is the head timebuyer. 


FOSTER GRANT CO., INC. 
(Reingold Co., Inc., Boston) 

The agency is now handling this account. 
The firm’s campaign for FOSTA-GRANTLY 

sunglasses last year went into some 40 


markets in late spring and early summer. 
The budget was about $300,000, of 


which tv spot got about $150,000. This 
year, it is reported, the overall expenditure 
will be increased by at least 20 per cent, and 
tv spot, in addition, will be getting a 
larger share than previously. The contact, 
since the death recently of president 
Harold I. Reingold, is Thomas J. Bowen, 

vice president. 


FRITO CO. 
(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 


In the eastern sector, this company is testing 
in Providence around kid shows and is 
trying to place similar schedules in 

Boston. Vince De Luca is contact until 

a new timebuyer is assigned. 


FURNESS BERMUDA LINE 


(Associated Advertising Service, 
N. Y.) 


This shipping firm is placing the half-hour 
series New Horizons, for 13 weeks in 
several markets throughout the country. 

At presstime six were already selected, 
with possibly another half dozen to come. 
Robert Lipman is the timebuyer. 


GENERAL DEVELOPMENT 
CORP. 

(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 

This company jointly owned by The 
Mackle Co., Inc. and Florida Canada Corp., 
is to promote the sale of homesites in Port 
Charlotte, Florida. An overall advertising 
appropriation of $2 million has been 

made for this campaign. The tv spot segment 
will open on Nov. 4 and run for six weeks. 
The firm is placing a five-minute show 

in as many as three stations in the 
following 19 markets: Albany, Baltimore, 
Binghamton, Buffalo, Chicago, Cincinnati, 
Cleveland, Detroit, Indianapolis, Louisville, 
Milwaukee, Minneapolis-St. Paul, New 
Haven, Norfolk, Philadelphia, Providence, 
Rochester, Syracuse and Washington. Vince 
DeLuca is contact until a new timebuyer 
is assigned. 


A. C. GILBERT CO. 

(Remsen Advertising Agency, Inc., 
New Haven) 

According to B. Repplier, Gilbert advertising 
director, the firm will come back to tele- 
vision after some seven years of no 

activity. This toy manufacturer made 

its tv debut back in 1946 and after several 
years of sponsorship dropped out. The 
Gilbert renewal will take place in mid- 
November and it is planned to place 
schedules in 22 major markets for four 

to six weeks with a weekly frequency of 

six to eight spots. Gilbert appropriates its 
advertising budget by product and Mr. 
Repplier advises that the entire expenditure 
for Gilbert’s electric trains and a few 

other products will be given to tv spot. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., 
St. Louis) 


The Roberts, Johnson and Rand Division, 
makers of POLL-PARROT shoes, are 
planning their usual big campaign for 
spring of 1958. Announcements will 

be placed in a total of 120 markets. 
Fred Wuellner, media manager, is the 
contact. 


AUNT JANES FOODS, INC. 
(Gleason Advertising, Inc., Detroit) 


This firm is looking for placements for its 











ask any 
» Oklahoman 


... about the very real and very important role 
WKY-TV plays in his life. Take news, for instance. 
Oklahomans rely on WKY-TV’s fast, accurate, 
state-wide reporting—as shown by the marked 
rating superiority of WKY-TV news programs. 

WKY.-TV has earned a degree of loyalty almost 
unbelievable to anyone who has not been to Okla- 
homa. This is reflected in a remarkable coverage 
and share-of-audience story that will convince you 
WKY-TV is your best buy. Ask your Katz man! 


WKY-TV 


OKLAHOMA CITY 


THE WKY TELEVISION SYSTEM, INC. 
“ce WKY OKLAHOMA CITY 
WTVT TAMPA - ST. PETERSBURG 


WSFA-TV MONTGOMERY 
Represented by the Katz Agency 
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In Houston only 
KTRK-TV covers those 
frequent special events 
“live”. Whether it’s the 

world championship 
Houston Fat Stock Show 
Parade or the high style Pin 
Oak Charity Horse Show. 
Only Houston’s “live” 
station shows special 
events to Houstonians 


aes they h ee to 
as y happen. Page 78 
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MORT REINER, previously chief 
timebuyer at Product Services Inc., 
New York has gone to Glamorene 
Inc. as tv and radio director. 


FRANK L. CHIPPERFIELD has 
been appointed media director at 
Lynch, Hart & Stockton Advertising 
Co., St. Louis. Mr. Chipperfield had 





been in charge of media at Gardner 
Advertising Co. also St. Louis and 
prior to that media director at Roy 
S. Durstine Inc. and the onetime 
Hewitt, Ogilvy, Benson & Mather, 
both New York and the Joseph Katz 
Co., Baltimore. 


AL SESSIONS is no longer with 
Ruthrauff & Ryan as a result of the 
Erwin, Wasey, Ruthrauff & Ryan staff 
realignment. Mr. Sessions was time- 
buyer for Flav-R-Straws, Fritos and 
General Development. 


ROBERT C. ELSE, formerly with 
Doherty, Clifford, Steers & Shenfield 
Inc., has been appointed director of 
television and radio for Woodward, 
Voss & Hevenor Inc., Albany, New 
York. 


TOM GARRABRANT who was 
assistant media director has been 
promoted to media director at North 
Advertising Inc., Chicago. 


ARTHUR HEMSTEAD has joined 
the newly formed New York office 
of Keyes, Madden and Jones as media 





Personals 


supervisor and for the present will 
be buying primarily for Bond Clothes. 
Prior to this Mr. Hemstead had been 
a media buyer for the Joseph Katz Co. 


ROBERT L. FAUST has been 
appointed time and space buyer at 
Ridgway Advertising Co., St. Louis. 


HENRY HALPERN replaces RO- 
GER BUMSTEAD in the New York 
office of MacManus, John & Adams. 
Mr. Halpern as vice president in 
charge of media and research, will 
do buying and will handle television 
and radio research for all the agency’s 
accounts. Mr. Bumstead has gone to 
Campbell-Mithun Inc., Minneapolis as 
associate media director. 


JANET B. ROCK has joined J. 
Gerald Brown Advertising Inc., 
Hempstead, L. I. as media and re- 
search director. 


ROBERT R. JULIN has _ been 
named media and research assistant 
at the Chicago office of Compton 





Advertising Inc. He was formerly 


with McFarland, Aveyard & Co. 


RENEE PONIK, assistant time- 
buyer at Norman, Craig & Kummel 
Inc.. New York was married Sep- 
tember 28 to William Michael Pav- 
lick. Mrs, Pavlick works with Jeanne 
Sullivan, chief timebuyer at the 
agency. 
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pickles in Ohio and Michigan markets. Peggy 
Van Camp is the timebuyer. 


JUNKET BRAND FOODS 
DIVISION 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


As indicated in Spot Report Aug. 12, this 
firm is taking on a 26-week campaign in 
about a dozen markets. These placements 
consist mostly of spots in and around 


kid shows. Steve Suren is the timebuyer. 


S. S. KRESGE & CO. 

(MacManus, John & Adams, 
Bloomfield Hills) 

The company is buying 15-minute Santa 
Claus shows in Cleveland and Detroit and 
probably a few other markets in the midwest. 
The number of programs per week will 
vary, in some cases as many as five will 

be used. Charles N. Campbell is the 
timebuyer. 


LA BREA SALES CO. 
(The Tullis Co., Inc., Hollywood) 


This discount house plans to use spot tv 

















schedules in all of the tv stations in 
Southern California. Jerry Pomerance, ac- 
count executive, is the contact. 


LESLIE SALT CO. 

(Honig-Cooper Co., San Francisco) 
This salt outfit is putting in spots in 35 
stations in the west. John W. Davis, media 
director, is the contact. 


LIONEL TOY CORP. 

(Grey Advertising, Inc., N. Y.) 

It seems fairly definite that Lionel will go 
into a spot tv campaign in at least the 
top 35 markets, It will get started in 
mid-November and run for four to six weeks 
and consist of either all ID’s or a mixture 
of ID’s and 20’s and minutes. Joan 

Stark is the timebuyer. 


MELLO-WARE, INC. 
(Gordon Best, Inc., Chicago) 


This manufacturer of plastic dishes is 
starting to make spot buys. It is proceeding, 
however, on a market-by-market basis. 

It first sets up its distribution and makes 
arrangements for and with stores to 

be included in the announcements. 
Saturation ID schedules have already been 
purchased in Cleveland and Grand Rapids 
and there will be other buys in that 
midwestern area. Mel Tempkin is the 
timebuyer. 


PHILIP MORRIS, INC. 
(Benton & Bowles, Inc., N. Y.) 


PARLIAMENT announcements, mostly late 
minutes and ID’s, began Oct. 5 in around 
15 markets and are set to run on a 52- 
week basis. David Lambert is the timebuyer. 


NESTLE CO. 
(Bryan Houston, Inc., N. Y.) 
NESCAFE schedules have begun in Hartford 


and New Haven and will run through Dec. 
14. Frances John is the timebuyer. 


NOREX LABORATORIES, INC. 
(Grey Advertising, Inc., N. Y.) 


The company has just started tests for 
AMITONE in Washington and Seattle. The 
schedules consist of nighttime ID’s and will 
run for 26 weeks. Allan Reed is the 
timebuyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 


The PEPTO-BISMOL campaign, mentioned 
in Spot Report Sept. 9, gets underway 
around Oct. 20. It is set for six weeks of 
nighttime 20’s and its list of markets 

is reported to exceed 50. Helen Kowalsky is 
the timebuyer. 


PEZ-HAAZ, INC. 
(Pace Advertising, Inc., N. Y.) 


The candy company has bought announce- 
ments in New York, Chicago and St. Louis. It 
might pick up a few more but not 
immediately. Irving Krouse, media 

director, is the contact. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


Product 80 has been identified as WINTER- 
SETT. Buys have been made, as indicated 
in Spot Report Oct. 7, and they are 

still going on. This looks to be a big 
drive. Incidentally, the formula for 

the product will be changed in the summer 
and it will be called SUMMER-SETT. 
Hank Linden is the timebuyer. 











Why, Oh Why, Smidley! 





I've searched high and low and still no Cascade 
order here. Just don’t feel we could use one of the 
nation’s largest television markets, ech, Smidley? 
Why in 20 years, this Cascade market had gained 
millions of acres of new farms, billions of dollars in 
new industry and thousands of new families. And 
still, Cascade Television alone serves the entire re- 
gion. The biggest single buy in the West and you 


missed it again, Smidley. For shame, Smidley! 
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NATIONAL REP.: WEED TELEVISION PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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Your Best TV Buy 
in Northeast Penna. 
WILK-TV’s 
11/ Million Watts 


(Nation’s Most Powerful) 
brings the best of 
ABC-TV 


All the exciting new programs of ABC’s 
new season will be on WILK-TV. 
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Wilkes-Barre 


Scranton 
Call Avery-Knodel, Inc. 
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* CENTRAL 
AREA 
OF 

NEW ENGLAND 


Your client might raise CANE too, if you 
overlooked the best buy in New England. 
*969,215 TV homes (not including thou- 
sands of Boston viewers) and a cost of 
$1.00 per thousand makes a call to your 
Forjoe office a good idea. 


* TV Magazine June, 1957 


CITIES] ~-9 


Manchester, N. H. 
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PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N. Y.) 


The company came through with a big 
bang-up CHEER campaign that is set to 
start in November and go on for at least 13 
weeks. Charles Buccieri is the timebuyer. 


R. J. REYNOLDS TOBACCO CO. 
(William Esty & Co., Inc., N. Y.) 
The company bought for WINSTON in 


several markets, using schedules of 20’s and 
ID’s to run until mid-December. Hal 
Simpson is the timebuyer. 


S&W FINE FOODS, INC. 
(Honig-Cooper Co., San Francisco) 
This company will be sponsoring The 
Honeymooners in San Francisco, Los 
Angeles, Seattle, Portland, Spokane, 
Sacramento, Fresno, Phoenix, Tucson 
and Salt Lake City. It also has the Fabulous 
Features show on KpIx San Francisco and 
Harbor Command, half-hour series, on 
Kona-TV Honolulu. And beginning 

in early November, SEW TOMATO JUICE 
will be featured on three spots per week 

on the Early Show and Late Show on 
wcss-tv New York. John W. Davis, 

media director, is the contact. 


SALADA TEA CO., INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


This company is another of the tea firms 
resorting to spot at this time. It is using 
daytime minutes. Fred Spruytenberg 

is the timebuyer. 


SCOTT PAPER CO. 
(J. Walter Thompson Co., N. Y.) 


Scott Paper has joined with Bon Ami in a 
tie-in campaign using tv spot along with 
other media. This promotion for SCOTT 
TOWELS consists of 10 to 15 
announcements per week in the 50 top 

food markets in the country. A 
merchandising program of over $250,000 

is backing this effort. Jayne Shannon is the 
timebuyer. 


SMITH BROTHERS 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The winter campaign for the firm’s BLACK 
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Covering half million 
people in the mid-South 


CHANNEL 7 
© Represented by Venard, 
Rintoul & McConnell, Inc. 
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and WILD CHERRY cough drops will 
start in the top 50 markets on Nov. 18. 

The company is aiming at two targets in 
this 12-week effort. It is after kids, 

and will place minutes in and around late 
afternoon shows, and also wants to reach 
adults and will spot 20’s at night. William 
Abrams is the timebuyer. 


SPERRY AND HUTCHINSON CO. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


This trading stamp company started a heavy 
spot effort in Chicago, using minutes and 
20’s featuring Kukla, Fran and Ollie. 

It has placed over 1,000 announcements 

in the market in a 13-week period. 

At this time, there are no other markets 
getting spot attention. Steve Suren is the 
timebuyer. 


STANDARD OIL CO. 

OF INDIANA 

(D’Arcy Advertising Co., Chicago) 
Standard will sponsor 13 Saturday afternoon 
Big Ten basketball games on a regional 
network of some 40 stations in Michigan, 
Indiana, Illinois, Missouri, Minnesota, 
Wisconsin and Iowa. The first telecast is 
Dec. 14. Ted Westcott is the contact. 


STERLING DRUG, INC. 
(Carl S. Brown, Inc., N. Y.) 
FLETCHER’S CASTORIA schedules of 


daytime minutes are being placed in over 
70 markets beginning at the end of October. 
These are set to run through the end of 
the year, with the good chance that they 
will be extended into next year. Rose-Marie 
Vitanza is the timebuyer. 


SWIFT & CO. 

(McCann-Erickson, Inc., Chicago) 

It is understood that for its ICE CREAM, 
Swift is looking for alternate-week sponsor- 
ship of half-hour film shows. Esther 
Anderson is the timebuyer. 


TEA COUNCIL OF THE U. S. A., 
INC. 


(Leo Burnett Co., Inc., Chicago) 


The 20-week, $1.2-million spot tv campaign, 
reported in Sept. 9 Spot Report, is 
underway in the following 18 markets: 
Baltimore, Boston, Buffalo, Chicago, Cleve- 
land, Detroit, Los Angeles, New Haven, New 
York, Philadelphia, Pittsburgh, Providence, 
Portland, San Francisco, Schenectady, 
Seattle, Syracuse and Washington. Eloise 
Beatty is the timebuyer. 


TETLEY TEA CO., INC. 


(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


This tea outfit is into an eight-week campaign 
of daytime minutes in close to 60 markets 
that will carry through until early part 

of December. Henry Cleeff is the 
timebuyer. 


WHITEHOUSE Co. 
(Mohr Associates, Inc., N. Y.) 


For its 18 TOP HITS, the company has a 
one-minute film and a two-minute film. 

It will be testing both to see which does the 
job. When Whitehouse has the answer 
it expects to open up in many markets. 
Charlene Hirst is the timebuyer. 
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Star Maker to the Networks. . . . since january 1957, 


27 WSM and WSM-TV stars have made 76 network TV appearances. You've seen 

them on NBC-TV shows with Diana Shore, Tennessee Ernie, Today, This is Your Life, 
Tonight, Steve Allen, Kraft TV Theater; on CBS-TV shows with Jackie Gleason, 
Gary Moore, Ed Sullivan, Jimmy Dean, Arthur Godfrey, Gunsmoke, Vic Damone; 
on ABC-TV shows with Paul Winchell and the Big Beat. With this kind and quantity 
of talent on tap, it’s easy to see why WSM-TV is clearly Nashville’s Number 1 
Television Station. Ask Hi Bramham or any Petry man about America’s most 
astonishing talent story. 


Channel 4, Nashville, Tenn. © NBC-TV Affiliate © Clearly Nashville's #1 TV Station WS M. ; V 
IRVING WAUGH, General Manager © EDWARD PETRY & C0., National Advertising Representatives 


WSM-TV's sister station — Clear Channel 50,000-wait WSM Radio — is the only single medium that covers completely the rich Central South market. 
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Washington Memo 


NETWORK STUDY REPORT. To 
attempt to appraise the recent report 
of the Network Study Staff to the 
Federal Communications Commission 
would involve a full reading of the 
massive 1,400-page document. That 
would be equivalent to reading seven 
average novels, except that the read- 
ing would be much slower and far 
more tedious. In view of this problem, 
TELEVISION AGE went to the man who 
has spent two years directing the prep- 
aration of this important and far- 
reaching report. He is Dean Roscoe 
L. Barrow of the University of Cincin- 
nati College of Law. Here, in simple 
and concise language, Dean Barrow 
answers questions designed to acquaint 
the television industry with the pur- 
pose and meaning of the report. 

Q. How will the public benefit from 
the changes recommended in the re- 
port? 

A. By receiving a wider variety of 
program services and programming 
which is better suited to the needs 
of the community. 

Q. How would this be accomplished? 

A. By giving the affiliated station great- 
er freedom and independence in the 
selection of programs. 

Q. Specifically, what changes would be 
made in the network-station relation- 
ship which would bring this result? 

A. The option-time practice would be 
abolished, thus freeing stations of 
obligations to prefer network over 
other programs. 

Q. What would be accomplished by the 
abolition of the must-buy arrange- 
ment? 

A. It would permit the advertiser to 
choose the stations he desires to buy. 

Q. How can the advertiser obtain na- 
tionwide coverage without option 
time and must-buy? 

A. By providing the kind of programs 
that stations will be willing to carry. 
Our study shows that wherever the 
program is satisfactory to the affili- 
ate the network has no difficulty in 
arranging national coverage without 
the use of option time or must-buy. 
Therefore, elimination of these prac- 
tices should stimulate better pro- 


gramming and attract larger audi- 
ences for advertisers. 

Q. What effect would these changes 
have on the relationship between 
the network and the affiliate? 

A. Basically, the network-affiliate re- 
lationship would be undisturbed. The 
principal effect of «these changes 
would be a higher degree of freedom 
of the station to draw on other than 
network sources of programs. 

Q. What other recommendations would 
affect the advertiser? 

A. There are two. One requires that 
the network seek an alternative out- 
let for a program not cleared by the 
affiliate. The other requires the 
network to keep hands off the fixing 
of the affiliate’s national spot rate. 

Q. How would these recommendations 
benefit the advertiser? 

A. He will get better exposure for his 
program because he cannot be ex- 
cluded from a particular market. 
And he should be benefited by the 
station’s freedom to set national 
spot rates that will attract adver- 
tisers. 

Q. How would the public benefit from 
the recommendation to limit multiple 
owners to three stations in the top 
25 markets? 

A. By receiving programs more likely 
to be geared to the needs of the 
community. Where stations are own- 
ed by local interests rather than net- 
works they are freer to devote more 
time to non-network programs. 
Where a station is licensed to a 
multiple owner it becomes part of a 
group with interests beyond the local 
community. 

Q. How will the industry as a whole 
be affected if the report is adopted? 

A. We do not expect there will be any 
fundamental change in the industry. 
There will be more competition be- 
tween the networks and other com- 
ponents of television broadcasting. 
This should stimulate the search for 
better programming and provide 
more opportunity for stations to 
carry such programming from any 
source. It will also enable more ad- 


(Continued on page 78) 
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Father (Continued from page 51) 
been associated with both the news- 


papers and the television station in the 
capacity of assistant to the president 
and as a director of both companies. 
Though he has been identified with 
Radio Augusta as assistant to president 
Pat H. Rice Jr., he has had no active 
duties in the operation of the stations 
in any other capacity. 


Learning Operation 


Charles H. Morris is now attending 
the University of Georgia, and during 
his vacation periods the young man has 
devoted such time as has been available 
to learning the tv operation of the 
company. Last summer he worked on 
the floor at WRDW-TV’s studios as 
cameraman and audio technician; the 
vacation months of this year found 
him working with the station’s sales 
department as a sales service repre- 
sentative in order to acquaint himself 
with that phase of the business. 

There’s a double father-and-son tan- 
dem riding in the technical department 
at WRBL-TV Columbus, Ga. Noel Moore, 
chief engineer of radio in addition to 
his work on the tv side, has been with 
the station since January 1947. His 
son, Sonny Moore, has labored for 
WRBL-TV off and on, but is now a 
regular employe—cameraman. 

Grif Godwin, now transmitter engi- 
neer, started his association with WRBL 
in January of 1943, 13 years before 
Grif Godwin Jr. followed his parent 
into the Columbus Broadcasting Co., 
Inc., operation. Young Mr. Godwin is 
presently holding down the post of 
video operator at WRBL-Tv, his em- 
ployer since last October. 

The James M. Moroneys, senior and 
junior, loom large in the executive 
picture at WFAA-AM-Tv Dallas. Mr. 
Moroney Sr., with 23 of his 62 years 
spent in the service of the stations, is 
now senior vice president, having risen 
through such posts as director, secre- 
tary-treasurer, secretary and vice pres- 
ident. In addition to his regular duties 
as senior v.p., he is senior finance offi- 
cer of the A. H. Belo Corp., which 
owns the stations, and corporate super- 
visor of its broadcasting properties. 

Mr. Moroney Jr., age 35 and 10 
years with the company, bears the 
title of treasurer, a post he handles 
along with being active in the super- 
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vision of the Belo properties and of 
the circulation department of the 
Dallas News. He began his associa- 
tion with the company in 1946 as 
a reporter, then was successively in 
advertising, circulation and make-up, 
becoming assistant to the business 
manager (1950-52), director and as- 
sistant treasurer (1952-54) and 
treasurer and director since 1955. 

Karl O. Wyler, president of KTSM- 
AM-Tv El Paso, joined the radio out- 
let the same year that Karl Jr., now 
28, entered the world. The senior 
Wyler started his career in the talent 
department, first as an announcer 
and subsequently as the star of a 
musical program (ukelele and piano, 
among assorted other attractions) 
called Karl the Cowhand, back in 
the early °30s. 

Karl Sr. then went behind the 
scenes to become the station’s pro- 
gram director, then its assistant man- 
ager, its manager and finally its 
owner. Along with all this broad- 
casting activity, Mr. Wyler managed 
to find time to serve variously as 
president of the El Paso Chamber 
of Commerce, the Rotary Club, Com- 
munity Chest, Red Cross and the 
Sun Carnival Association. 

Like his father, Karl Jr. embarked 
on his broadcast career in anything 
but an exalted position. During the 
past 15 years he has been office boy, 
clerk, announcer, promotion director, 
administrative assistant; today he is 
assistant to the president and sec- 
retary-treasurer of the company. 

The junior Wyler says of this 
Texas television team: “Both of us 
are hams. We like music, show busi- 
ness, travel. We both make a ‘pro- 
duction’ out of everything we do. We 
read each other’s minds, which leads 
to many a situation and discussion. 
And we both are self-styled philoso- 
phers.” 

The call letters of wsps-tv Fair- 
mount, W. Va., perpetuate the ini- 
tials of J. Patrick Beacom, president 
and general manager of Beacom 
Broadcasting Enterprises, owner of 
the video outlet as well as several 
radio stations. Mr. Beacom’s 74-year- 
old father, Timothy P. Beacom, is 
chairman of the board of Beacom 
Broadcasting and acts as financial 
head and policy maker, although 
the younger Beacom was the original 


founder and motivating factor in 
building the company’s stations. 

At wrsc-tv Greenville, S.C., R. A. 
Jolley, who states his age only as 
“over 60,” is president of WMRC, 
Inc., which owns and operates the 
station; his son, James A. Jolley, 
who admits more specifically to 30, 
is secretary; both have been with 
the company since its inception. Also 
at wFsc-Tv are W. E. Garrison and 
W. E. Garrison Jr., the former, with 
the station since 1953, as chief engi- 
neer, the latter, a recent recruit to 
tv, as a part-time floor man. 

Sixteen years ago, R. H. “Dick” 
Johnson went with wsva in Harrison- 
burg as program manager, a position 
he held for nine years. From 1950 
to 1953 he did public relations for 
the station; for the next three years 
he handled radio and tv sales, be- 
coming sales manager for radio and 
tv and finally general sales manager, 
his current post. 


Does Dance Party 

Jerome K. Johnson, a youth of 20, 
is serving his novitiate with WSVA-TV 
as a cameraman after a part-time job 
in the station’s film room. The young 
man also does a teen-age dance party 
on WSVA on Saturday nights. Of his 
business relationship with his son, 
Dick Johnson says: “We see one 
another only at dinner each evening, 
where we attempt to justify the 
errors of the day.” 

L. M. Sepaugh has been general 
manager of Capitol Broadcasting Co., 
which owns WJTV Jackson, Miss., for 
the 19 years he has been associated 
with the company, while L. M. Sepaugh 
Jr. has gone in for the production 
end. He began as a cameraman three 
years ago and has worked his way 
up to his present job of film director 
for the station. 

W. Hanes Lancaster Sr. formed 
WJHL, Inc., in 1938 and occupied 
the corporate presidential seat until 
1955, when he became chairman of the 
board and W. Hanes Lancaster Jr. 
followed him into the presidency of 
the company, which owns WJHL-TV 
Johnson City, Tenn. Young Mr. Lan- 
caster sold time for wJHL Radio from 
1946 to 1950, was the station’s sales 
manager for the next three years and 
became general manager of both the 
radio and tv outlets in 1953. 
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“My son entered tv without per- 
suasion from me,” says H. W. “Hank” 
Slavick, general manager of wc, 
wMcF (fm) and wmct Memphis. But 
it’s more than likely that Mr. Slavick’s 
long (almost 32 years) and reward- 
ing career at the Memphis Publish- 
ing Co. stations had more than a little 
influence in the decision of John 
Philip Slavick to work as night PBX 
operator and do relief chores at 
wmc and wmctT during June and 
July of 1949 and 1951, and then to 
become a permanent employe as as- 
sistant producer-director at WMCT in 
September 1954. Today he is a full- 
fledged tv producer-director and as- 
sistant production manager at the 
station. 

Father Slavick’s years with the 
company go back to late 1925 and 
his first job as radio engineer at 
wc. Four years later he was chief 
engineer, and from 1930 to July of 
1946 he served as manager of the 
station, becoming general manager of 
both it and wmcrF after that 16-year 
stretch of am managership alone. 
Since December 1948 his general 
managership has embraced the com- 
bined radio-fm-tv operations of the 
Memphis Publishing Co. 


23 Years 


There’s a further family affair at 
WMCT and its allied stations—E. C. 
Frase Jr. and his two sons, Eddie 
and Robert A. Pop Frase started 
with the company as transmitter engi- 
neer 23 years ago and today is 
technical supervisor of the three 
stations. 

Edddie Frase worked for wMc as 
an office boy while in high school 
17 years ago, and also served as a 
night telephone operator. He now 
holds down the post of promotion and 
publicity director. Bob Frase, who 
attended the Capitol Radio Engineer- 
ing Institute in Washington, D.C., is 
presently tv control-room supervisor 
after eight years at WMCT. 

Eight years ago Mitchell Wolfson 
started in his present capacity of co- 
owner and president of wrvJ Miami, 
and at the same time his son Louis 
began working his way through pro- 
duction, then operations, then the 
sales department and finally adver- 
tising at the station. The road led to 
his current position of film buyer 


and business manager. 

Stanley E. Hubbard is president 
and general manager of KSTP-AM-TV 
Minneapolis-St. Paul, and included 
in the stations’ personnel are two 
younger Hubbards—Stanley S., vice 
president in charge of radio, and 
Richard A., radio account executive. 
Both boys—24 and 22, respectively 
—have worked in every department 
(tv and radio) since, again respec- 
tively, 1950 and 1951. 

Starting in engineering, Harold P. 
Danforth later served in all phases 
of the broadcasting field at wpso- 
AM-FM-TV Orlando, Fla. Vice presi- 
dent and general manager from 1935 
to 1950, he was president and gen- 
eral manager of the Orlando Broad- 
casting Co. from 1950 until last May, 
when the Cherry Broadcasting Co. 
bought the wpBo properties. Cur- 
rently he is general manager of the 
stations and a director in the new 
owner’s corporation. 

Harold P. Danforth Jr. worked at 
relief jobs from janitor to program 
director’s assistant during college va- 
cations from 1947 to 1951. Going 
with wpBo-Tv full-time in June 1952, 
the junior Danforth served his ap- 
prenticeship in various programming 
assignments, music planning and con- 
trol and remote operations; since 
1955 he has been the station’s film 
director. 

Twenty-one-year-old Mare H. Dan- 
forth gathered much the same ex- 
perience as his older brother Harold 
during school vacations, and after 
his second year in college he began 
working full-time for WwpDBo-Tv in 
the production department, serving in 
floor-crew jobs. He is presently a 
cameraman at the station. 

Query both younger Danforths 
with the stereotyped line, “How does 
it feel to follow in father’s foot- 
steps?,” and the answer comes back: 
“It’s fun—but sometimes there are 
problems!” 

A. J. Fletcher and his son Fred 
both started with radio station WRAL 
Raleigh, N.C., 18 years ago. Today 
the senior Fletcher is president of 
the am outlet and of WRAL-TV and 
has served them in such unrelated 
capacities as legal counsel and music 
advisor. Fred Fletcher now holds 
the title of vice president and gen- 

(Continued on page 72) 








STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933 AND JULY 
2, 1946 (Title 39, United States Code, Sec- 
tion 233) SHOWING THE OWNERSHIP, 
MANAGEMENT, AND CIRCULATION OF 
TELEVISION AGE published bi-weekly, 
every other Monday, at Philadelphia, Pa., 
for October 1, 1957. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: Publisher: Sol J. Paul, Editor: 
Art King, all of 444 Madison Avenue, New 
York 22, N. Y. Managing editor and Busi- 
ness Manager, none. 

2. The owner is: Television Editorial 
Corp., 444 Madison Ave., New York 22, 
N. Y. Stockholders: Elizabeth C. Bowes, 
Schmidt & McCormick, NYC, Dan Hite, 
Washington, D.C., Joseph D. Isaacson, NYC, 
Louis M. Jacobs, Buffalo, N.Y., Andre 
Longchamp, NYC, S. Carl Mark, Trenton, 
N.J. Sol J. Paul, NYC, David Yellin, NYC, 
Marlin & Sandberg, NYC, Horace Nahm, 
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Arthur E. King, NYC. 

3. The known bondholders, mortgagees, 
and other security holders owning or holding 
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mortgages, or other securities are: (If there 
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4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, 
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ments in the two paragraphs show the 
affiant’s full knowledge and belief as to the 
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stockholders and security holders who do 


| not appear upon the books of the company 


as trustees, hold stock and securities in a 
capacity other than that of a bona fide owner. 
5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid 
subscribers during the 12 months preceding 
the date shown above was:—(This informa- 
tion is required from daily, weekly, semi- 
weekly, and triweekly newspapers only.) 
Sol J. Paul, 
Publisher 
Sworn to and subscribed before me this 
25th day of September 1957 
Abraham Rosenberg 
Notary Public, New York County 
(My commission expires March 30, 1958) 
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Father (Continued from page 71) 


eral manager, following his expe- 
rience as radio program director and 
general manager and then tv general 
manager. 

Thirty years ago—1927, the year 
that his younger son Jack was born, 
and his older boy Bob was four 
years of age—Eugene J. Roth, presi- 
dent of KONO-AM-FM-TV San Antonio, 
began his career with the Texas radio 
outlet. As head of today’s combined 
am and tv operation, Mr. Roth is its 
major stockholder and the general 
supervisor of all of its activities. 

And his two sons are carrying on 
—and have been for the past 10 
years—in the same broadcasting tra- 
dition as their sire. Bob Roth is com- 
mercial manager and Jack Roth is 
station manager at KONO-Tv, with 
both of them concerned with sales 
and general supervision. 

That the role of second-generation 
follower in pater’s. broadcasting foot- 
steps is not the exclusive property 
of the masculine gender is demon- 
strated prettily by Madge Megargee 
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Holcomb, director of wpau-Tv Scran- 
ton, the uhf station whose call letters 
had been wesi-Tv until its affiliation 
with wcau-Tv Philadelphia last year. 

Mrs. Holcomb, 28 and the mother 
of four, is the daughter of the late 
Frank Megargee, who in 1925 began 
transmitting his own guitar music 
from the back room of his Scranton 
radio shop with homemade equip- 
ment and became the founder and 
president of one of the country’s 
first commercial radio stations, WGBI. 
Madge went to work for the station 
at the age of 17 as a part-time re- 
ceptionist, and then left college in 
her sophomore year to assume the 
vice presidency and full-time man- 
agement of the family business. 

Mrs. Holcomb has a simple ex- 
planation for being that rara avis, 
a female broadcasting executive. 
“This is a bug you get,” she says. “I 
got it early from my father.” 

Following a distinguished career 
as a former mayor of Springfield, 
Mass., and former Federal economic 
stabilization administrator under 
President Truman, Roger L. Putnam 
turned his executive abilities toward 
video and has been president of the 
Springfield Television Broadcasting 
Co., owner-operator of two uhf sta- 
tions, WWLP Springfield and wRLp 
Greenfield, since the company was 
organized late in 1952. 

The call letters of WWLP are 
the initials of Mr. Putnam’s 33-year- 
old son, William L. Putnam, who is 
treasurer and general manager of the 
station and its Greenfield affiliate, 
which was named for the senior Put- 
nam when it went on the air early 
this past summer. 

Operator of KcKO Wichita Falls, 
Tex., in the late °20s and early *30s 
was D. A. Cannan, who subsequently 
sold the station to the Dallas Morn- 
ing News and Fort Worth Star Tele- 
gram and managed it when it moved 
to Dallas-Fort Worth. Going into the 
business of broadcasting for himself 
in 1937, Mr. Cannan founded KFDM 
Beaumont; KFDM-TV came into being 
in 1955, but not before its president 
had established KFpx Wichita Falls 
in 1948 and KFDX-TV five years later. 

Today Mr. Cannan is assisted in 
his multiple operation not only by a 
son but by a son-in-law as_ well. 
D. A. Cannan Jr. is, at 25 and after 


two years with the company, vice 
president of both the Wichita Falls 
and Beaumont tv stations, involved 
in production, promotion and sales 
duties, while son-in-law Howard H. 
Fry, associated with his wife’s father 
since 1949, is executive vice presi- 
dent and general manager of KFDX-TV 
and secretary-treasurer of KFDM-TV. 

Thirty-one years ago in Ohio War- 
ren P. Williamson Jr. set up shop 
in the radio field with WKBN Youngs- 
town, and did it literally, building 
the station’s first transmitter himself. 
President of the WKBN Broadcasting 
Corp. since its inception, Mr. Wil- 
liamson started its video outlet, 
WKBN-TV, in January of 1953. 

A year ago his son, Warren P. 
Williamson III, following his dis- 
charge from the U.S. Air Force, be- 
gan working for his father as public- 
relations and promotion director, the 
post he currently holds; prior to his 
service stint, he had worked at the 
station during vacations as an engi- 
neer. “An interesting angle on this 
particular father-son team,” says its 
elder member, “is that we’re both 
engineers—usually, what 
fix, the other can.” 


one can’t 


Although it may be a bit premature 
to include in this survey a young 
man named Eric Land, son of Allan 
Land, managing director of WHIZ-AM- 
TV Zanesville, Ohio, his father’s re- 
sponse to TELEVISION AGE’s queries, 
while facetious, is perhaps a pretty 
good portent of what the future 
holds in store for many another off- 
spring of tv-executive parenthood. 

Eric’s dossier, as submitted by his 
father, is quite interesting—age: 6; 
number of years with company: 6; 
title: chief watcher; present duties: 
keeping an eye on the home screen 
for dad, serving as best sounding 
board in Ohio, influencing purchases 
of merchandise advertised on WHIZ-TV 
and carrying dad’s tranquilizer pills. 

Also suggestive of the direction 
young Master Land’s own particular 
future is likely to take was his re- 
action to a hit Broadway musical 
show to which his father took him 
during a recent visit to New York. 
A few minutes after the curtain went 
up on the first act of Lil Abner, 
young Eric whispered excitedly to 
his parent, “Look, dad, it’s all live— 
NO FILM!!” 





Typical (Continued from page 45) 


Men, typically, report more educa- 
tion than women, with the average 
male promotion manager having at- 
tended college for three and one-half 
years, while the typical woman at- 
tended for only two. One man reports 
higher education for 10 years after 
high school, while a number report 
six years. Several of the girls were 
in college and graduate school for five 
years. 

First jobs for both men and wo- 
men were many and varied. Among 
men, radio-station posts, from page 
boys to mailroom operators, were 
most numerous, with newspaper jobs 
second. There were many who started 
their business careers as salesmen, a 
number who were copywriters, some 
who were in public relations. A few 
were musicians, in various phases of 
television, technicians, art and adver- 
tising display. At least one was a 
theatre ticket taker, another a Boy 
Scout executive and still another was 
on the staff of a cruise ship. 

Most girls started work either as a 
secretary or clerk, but there were 
several receptionists and a couple of 
announcers. One girl worked at a soda 
fountain, another was a band librarian 
and at least one, from the deep south, 
says she was a “cotton chopper.” 

Salaries for these early jobs varied 
too, but for the most part were fairly 
high for beginners. Highest first salary 
among the men was $125 weekly, 
while several reported wages as low as 
$10 a week. Highest first salary among 
the girls was $55, while some were as 
low as $5 weekly for part-time work. 

For men who started in another 
field the last job before going into 
their present assignment was most 
often another promotion job, but a 
large number were also in public re- 
lations, in some type of agency job or 
on a newspaper. Several were writers 
and a number editors of one type or 
another. Quite a few were television 
directors or worked in a tv news de- 
partment. A number were in sales and 
several in radio-station management. 
One was a coach, another a merchan- 
dising manager and still another the 
secretary of a college. 

Among women most were tv secre- 
taries before becoming promotion 


managers, but several were writers, a 
few were in city government jobs and 
others held various television posts. 
One was an office manager, another a 
teacher and a few moved from radio 
to television promotion. 

More men than women were in radio 
before television, probably because of 
the average age difference. While the 
average among all promotion men is 
5% years in radio, many (something 
like 30 per cent) were never in the 
medium. Longest term in radio re- 
ported was 27 years, while others 
served 26, 25, 23 and many over 20. 

Among women, a veteran of 10 
years in radio is unusual. 

Similar records are reported for 
television experience. Longest period 
in television is 10 years for men, and 
there are several with that record. 
Many have been in tv for nine or 
eight-year periods. 

Among women, record tv experience 
is six years. 


First Television Job 


Many male promotion managers are 
now working on their first television 
job. However, about 20 per cent had 
similar posts before the ones they are 
now filling. Several others were as- 
sistant promotion managers, some 
were producers and others were cam- 
eramen. A scattered few were tv sales- 
men, announcers, film directors, art 
directors, in the news department, 
copywriters or engineers. 

The promotion post is the first job 
in television for the majority of girls 
in this profession. Other first jobs in 
television for women include those of 
secretary, women’s director, produc- 
tion assistant, copy director, assistant 
program manager, writer and model. 

A surprisingly large number of pro- 
motion managers filled in the salary 
blank on the questionnaire. Of course, 
promotion executives with longer ex- 
perience have larger pay checks than 
their younger counterparts. 

Among men, some 50 per cent of 
promotion managers are paid between 
$6,000 and $9,000 annually. About 27 
per cent make $6,000 or less. An es- 
timated 17 per cent are in the $9,000 
to $13,000 class, while about 4 per 
cent are paid between $13—$18,000 
and the remaining 2 per cent make 
over $18,000 a year. 





Women’s pay checks are smaller. 
About 65 per cent receive $6,000 or 
less. Some 25 per cent are in the 
$6-to-$9,000 class and another 10 
per cent receive between $9,000— 
$13,000. 

As a rule, promotion managers have 
no trouble eating or sleeping. Among 
women, there are few complaints 
about appetite and none about ability 
to sleep. 

Men aren’t quite so fortunate, with 
a substantial 25 per cent reporting di- 
gestion either bad or indifferent, and 
here and there a mention of a “small 
ulcer.” Sleeping chalked up a better 
score, with only 10 per cent of men 
reporting trouble in that direction. 

As to hours, women found they 
averaged about 45 a week, but there 
are many more girls with 40-hour 
working weeks than there are men. 
A few girls reported 50 or more hours 
spent on the job weekly, and several 
penned in a facetious “constantly” or 
“ridiculous hours 
line. 


number” on the 


Men work a longer average week 
than women. Some report spending 
108, 80, 70 and 65 hours a week 
with a good half claiming an average 
of more than 55 hours. One quipped: 
“But my boss would never believe it.” 

Both men and women regard sports 
as their favorite among hobbies. Men 
include golf as the prime favorite of 
all sports, with fishing and hunting 
following as second and third. Others 
favored include swimming, bowling, 
riding, boating and tennis, with an 
occasional variation, such as weight 

(Continued on page 74) 
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Typical (Continued from page 73) 


lifting, camping and skiing. 

Most mentioned among non-sport- 
ing hobbies among men is photog- 
raphy and followed by 
music, writing, home workshop proj- 
ects and art. Others with several de- 
votees include Boy Scouting, little- 
theatre work, civic affairs, stamp col- 
lecting, gardening, antique-car collect- 
ing, archaeology, book collecting and 
hi-fi. 

Among others mentioned were col- 
lecting old newspapers, playing the 
stock market, spelunking, bridge, avi- 
ation, handicapping the races (this is 
a hobby?) and such things as sleeping, 
social drinking and dating girls. 

Women’s other hobbies _ besides 
sports include reading, music, art and 
writing for the most part, but occa- 
sional mention is made of gardening, 
dogs, painting, pottery making and 
even cooking. 


reading, 


Like Their Jobs 


Promotion managers like their jobs 
as a rule. Women comment: “I think 


it’s great,” = ” 6. 


. . just love tv,” “very 
interesting,” “most fascinating work 
in the world” and “interesting, stim- 
ulating and challenging!” 

Many men make similar comments: 
“Tt’s great,” “I’m happy,” “I love it,” 
“.. . wouldn’t trade for any other 
job,” “find it fascinating,” “greatest 
job in the world,” “wouldn’t willingly 
change,” “I’ve never enjoyed my work 
so much” and “wouldn’t be in any- 
thing else.” 

Others are more philosophical, with 
comment such as: 

“I enjoy the work in spite of the 
frustrations, worry, anxiety, etc.” 

“*. .- long hours, much responsibility, 
little recognition, low pay, hard work, 
plenty of worries, but one of the most 
interesting jobs there is!” 

“The pressure for promotion in tv 
is far in excess of that in radio. It 
could get to be the tail wagging the 
dog.” 

“. . . a multitude of opportunities 
to be of service to all facets of our 
industry. . . . sales, programming, pub- 
lic service, talent, management and 
public relations. . 
in it.” 

‘ 


. you name it, we’re 


*. . . Because actual results are so 
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often intangible, and expenditures 
represent out-go rather than direct in- 
come, I feel this is the most misunder- 
stood and unappreciated department 
of any radio and/or television opera- 
tion.” 

“Ty’s like a disease—pretty hard to 
shake once you're contaminated by 
it.” 

“The one job in a station embracing 
all phases of television.” 

Cynics commented: “Overworked 
and underpaid,” “Wish I had a 
chicken farm” and “I plead the fifth 
amendment.” 

Some had advice to the editors, such 
as one manager’s comment: “We get 
too many questionnaires—how many 
sets, how many public-service spots, 
how much money we make, what time 
is it, which way to the fish market?” 
One Ohio promotion man suggests: 
“If the composite promotion man re- 
sembles me, shoot him.” 

By way of summing up, a testy tv 
veteran contributed the pithy com- 


mentary: “Tv is the only mental in- ‘ 


stitution in the country run by its own 
inmates.” 





Sports 


This past season the Reds telecast 
23 home games and 30 road contesis. 

In 1957 major-league attendance 
showed a 2.8-percent increase over 
1956, according to an Associated Press 
survey. Coincidentally, more games 
were telecast this season than ever 
before. A total of 881 games was 
videod, about 21 more than in 1956. 
This total includes a record 331 road 
games that were aired. 

The answer to attendance problems, 
however, seems to lie more in the 
standings of the teams and the league 
competition, rather than in the amount 
of tv that is used. For example, the 
American League in 1956 showed a 
11.7-per-cent drop from the preceding 
year. The reason for this was due 
to the runaway race the Yankees made 
of things. This year, however, with 
the Chicago White Sox offering some 
competition to the Yanks through most 
of the season, the American loop 
registered a slight jump to 8,196,294, 
from 7,893,683. 

Another important factor influenc- 
ing sports attendance today has been 


the suburban population shift, making 
ball parks less accessible. The tremen- 
dous growth in leisure-time activity, 
with golf and country-club partici- 
pation at an all-time high, has further 
affected the turnstiles. 

Television, of course, has played 
its adverse role on marginal-weather 
days. 

The Baltimore Orioles, which tele- 
cast a total of 58 home and away 
games this season, had this to say 
about tv’s influence: 

“Television provides a stimulus to 
baseball interest, for it reaches people 
who otherwise would never visit the 
ball park and stirs their interest and 
curiosity to a point where they be- 
come ‘live’ fans. Television adversely 
affects attendance only during margin- 
al weather when the regular fan de- 
cides to enjoy the comfort of his 
home rather than expose himself to 
cool weather or take a chance on 
the game being rained out. Except for 
definitely cutting in on attendance on 
marginal-weather days, we do not 
think that tv hurts the gate dollar- 
wise any more than the club is receiv- 
ing under an advanced guarantee for 
its tv rights.” 

Baltimore attracted more fans this 
year than last, an increase from 901,- 


201 to 1,029,581. 


Records in Milwaukee 


A discussion of baseball’s attend- 
ance would not be complete without 
mention of the Milwaukee Braves, 
who have been astounding the sports 
world with record gates. It is one of 
two teams that uses no television. 
Since the team’s arrival in Milwaukee 
in 1954, attendance has skyrocketed 
past the two-million mark. During 
this time Milwaukee has never finish- 
ed below third place and was always 
in the thick of a pennant fight. 

The other team that doesn’t use 
tv, the Kansas City Athletics, showed 
a declining gate count this year as 
compared with 1956. For the first 
time since its shift to Kansas City 
in 1955, the A’s dropped below the 
million mark to 901,061—although 
this is a pretty lusty figure for a 
seventh-place team. 

Programming of televised sports 
is currently in the middle of the toll- 
tv controversy. The 1958 baseball 





season will likely see the first major 
city-wide test of the practicality of 
pay tv. A contract between Matty 
Fox’s Skiatron and the San Francisco 
Giants calls for the wiring of that 
city for the test. This, of course, 
figured very prominently in the deal 
that sent the Giants west. At press 
time, there were a few snags in the 
arrangement caused by a few dis- 
senting official members of the San 
Francisco family. Moreover, FCC 
Chmn. John C. Doerfer recently put 
somewhat of a damper on the hopes 
of the wired-tv advocates. He stated 
that eventually wired tv, as well as 
pay tv over the airwaves, would be 
placed under FCC jurisdiction. Chmn. 
Doerfer said the “public will generally 
not tolerate rates which result in ex- 
cessive earnings.” 
Pay Tv for Sports 

There seems little doubt, however, 
that some sports activity at least will 
find their way to the pay-tv camp. 
Many industry leaders feel that free 
and fee tv will live side-by-side in the 
matter of sports. One such opinion 
is voiced by Edgar J. Scherick, presi- 
dent of Sports Programs, Inc., New 
York, which specializes in the regional 
packaging of sports events for tv and 
radio. Mr. Scherick was instrumental 
in setting up the initial baseball Game 
of the Week on CBS-TV in 1953 when 
he was associate media director and 
sports director at Dancer-Fitzgerald- 
Sample, Inc. In 1956 he became 
sports sales director at CBS-TV and 
in that capacity handled the intricate 
regional line-ups for each of the pro 
football teams. 

Mr. Scherick believes that “there 
will always be the regular series of 
sporting events on commercial tele- 
vision. Sports have been, or are be- 
coming, the television backbone of 
For 
example: Gillette and Marlboro. In 
addition, they have been vital to im- 


important national advertisers. 


portant regional advertisers, who with- 
out them would be denied the effec- 
tiveness and efficiency of network 
television. We need only point out 
in this regard the phenomenal success 
enjoyed by important regional sports 
purchasers such as the Standard Oil 
Co. (Indiana), Falstaff Brewing Corp., 
the American Oil Co. and many others. 
The individual total billings of these 





Shurick to Blair 


Appointment of Edward P. 
Shurick as executive vice presi- 
dent of Blair-Tv, television sta- 
tion representatives, has been 
announced by John P. Blair, 
Mr. Shurick comes to the Blair 
organization from CBS Televi- 
sion, where 
he has been 
vice presi- 
dent and 
director of 
station rela- 
and 
takes over 
the executive 
responsibil- 
ities of Wil- 


liam H. Weldon, who resigned 


tions, 





from Blair recently after an ex- 
tended leave of absence. 

Mr. Shurick, whose career in 
broadcasting covers more than 
two decades, joined CBS in 1950 
as market research counsel. A 
year later he became an account 
CBS Television 
Sales and in 1952 was named 
manager of network sales devel- 
opment. He was national direc- 
tor of CBS-TV station relations 
for the past three years. 


executive in 











accounts far exceed the total budgets 
of many so-called national accounts. 

“There are enough sports for both 
But, 
more importantly, there are enough 
fans to support the sports telecasts of 
both forms of television.” 


commercial and toll television. 


“There 


is no doubt that certain prime sporting 


Mr. Scherick continues: 


events will be programmed eventually 
on toll television, either as_ closed- 
circuit to theatres or for home dis- 
tribution. In fact, this is happening 
now. The Robinson-Basilio fight, one 
of the five top sporting events since 
the war, was offered to a closed-cir- 
cuit capacity of 500,000 seats. 

“And think of this. Closed-circuit, 
in the matter of Robinson-Basilio, 
was able to deliver more revenue to 
the promoters for a potential of 500, 
000 viewers than commercial television 
could for a potential of 150 million.” 

Televised sports have always been 


a staple of commercial tv, and prob- 
ably always will be. The natural make- 
up of a predominantly male audience 
has attracted sponsors since the very 
beginning of popular tv. Further, ad- 
vertisers have demonstrated a loyalty 
to this type of fare that is not seen 
in other forms of tv entertainment. 
Most of them are traditional renewers, 
with none of the in-and-out pattern 
that occurs in the dramas, the situa- 
tion comedies, etc. 

Gillette Safety Razor Co. and At- 
lantic Refining Co. are probably two 
of the oldest members of the sports 
club. Marlboro, which 
tried sports for the first time last year 
on a large scale, seems headed for a 


advertisers 


major role in this activity. 
Sports Sponsors 

Following is a list of national and 
regional advertisers who have spon- 
sored major sports events this past 
year (needless to say, more than 90 
per cent of them did the same thing in 
prior years and can be counted on to 
make the same buys next year) : 


Beer: Ballantine, Gunther, Nar- 
ragansett, Hamm, Carling, Goebel, 
Schaefer, Hudepohl, Knickerbocker, 


National Bohemian, Anheuser-Busch, 
Pittsburgh Brewing, Duquesne, Fal- 
staff, Pabst, Burgermeister, Wiede- 
mann Brewing, Krueger. 

Oil-and-gas: Atlantic Refining, Ok- 
lahoma Oil, Standard Oil of Indiana, 
Standard Oil of Ohio, Speedway Pet- 
roleum, American Oil. 

Tobacco: Marlboro, Lucky Strike, 
Pall Mall, L&M, Chesterfield, Phillies, 
El Producto, Camels, Winston, Vice- 
roy, Robert Burns. 

Gillette, 
American Safety Razor Co., Sunbeam, 


Shaving and accessories: 


Mennen, Rise shave cream. 

Autos Ford 
Dealers, Plymouth Dealers, General 
Tire & Rubber Co. 

Remedies and Preparations: Bris- 
tol-Myers Co. (Bufferin and Vitalis), 
Miles Labs (Alka-Seltzer and One-A- 
Day vitamins), Wildroot. 

Others: Tasty Baking Co., Libbey- 
Owens-Ford Glass Co., Kemper In- 
surance Co., Zenith Radio Co. 


This listing, of course, precludes 


and accessories: 


dozens of other local advertisers who 
sponsor major sports when offered to 


stations on a co-op basis. 
(Continued on page 76) 


October 21, 1957, Television Age 





75 








Sports (Continued from page 75) 


That advertisers find sports an ef- 
ficient buy appears obvious by scan- 
ning the names of these chiefly tradi- 
tional users of such programming fare. 

Besides measuring a sports buy in 
terms of cost-per-thousand, there are 
other values that accrue to a sports 
sponsor. 

As stated by Mr. Scherick: “There 
is much more to sports than cost ef- 
ficiency. First of all, viewers ‘find’ 
sports on television; sports do not 
find the viewer. To a sports fan 
(and this is the Golden Age of Ameri- 
can sports) nothing can deter him 
(or her) from watching the game. 
The sports fan seeks out the event. 
When we developed the baseball Game 
of the Week with Dizzy Dean and 
Buddy Blattner in 1953, we learned of 
fantastic efforts by viewers and by 
stations to get a picture when normal 
coverage was not available. Giant an- 
tennas for home receiving were erected ; 
stations sent trucks into the moun- 
tains to get the signal off the air from 
interconnected affiliate 
carrying the game. Towns stood still 
on Saturday afternoon when major- 
league baseball became available on 
television. In an atmosphere like this 
you know that your commercial means 
something. 


the closest 


Appreciation Factor 


“This special atmosphere for sports 
was once labeled the ‘appreciation fac- 
tor.” We tried to research it, but it 
was too qualitative. But we did get 
the most amazing replies. The cus- 
tomers told us that what we were doing 
for them was important and was ap- 
preciated.” 

As for television’s influence on 
sports, Mr. Scherick finds the relation- 
ship a beneficial one. He says: 

“Television’s major effect on sports 
can be measured in the fan. Today, 
the American sports fan has seen more 
of and knows more about every major 
sport than any prophet could have 
foreseen 10 years ago. 

“Television has also woven sports 
deeper into the texture of the nation’s 
family life. Interest in sports cuts 
across lines of sex, age, income and 
geographic location. 

“But this exposure to sports has 
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Primer on Tv 


A 49-page book, called An In- 
troduction to Commercial Tele- 
vision Advertising has been pre- 
pared by H. B. Humphrey, Alley 
& Richards, Inc., New York and 
Boston advertising agency, as a 
primer for advertisers who have 
never used the medium of televi- 
sion or are considering its use for 
the first time. 

The book is a concise and com- 
prehensive digest of tv as an ad- 
vertising medium, taking in its 
physical viewing 
habits, rating services, program- 
ming aspects and program types, 
sales messages, governing groups, 
collateral support and the me- 
dium’s latest developments. 

The agency is placing its study 
in limited distribution, circulat- 


dimensions, 


ing it particularly among its 
current clients and prospective 
new clients. 











heightened Americans’ critical judg- 
ment. The less expert, the ‘trainee’ 
leagues, have suffered. Unfortunately, 
in some sports, this has had the effect 
of drying up the sources of talent. And 
in one sport at least the matter reached 
its reductio ad absurdum when the 
heavyweight champion of the world, 
for want of an opponent to provide a 
lucrative gate, entered the ring against 
an amateur. This is like Cpl. Doberman 
taking on Charles Van Doren in the 
$64,000 Challenge.” 

One of television’s most outstanding 
successes is having been instrumental 
in the dramatic attendance climb of 
pro football. Since 1951 attendance has 
set successive records each year. And 
Comr. Bert Bell of the National Pro- 
fessional Football League attributes 
much of this success to television. 
What tv did that no other medium 
could do was to showcase pro football 
to millions of people in cities where 
the pro brand of ball was never before 
seen. The pro league blacks out the 
originating city for 75 miles. 

In addition to the pros, there is more 
football being videod today than ever 
before. The National Collegiate Ath- 
letic Association has a full schedule 


of games going over NBC-TV. This 
includes the Big Ten, Pacific Coast 
and Eastern Coast conferences. In ad- 
dition, KMBc-Tv Kansas City is pack- 
aging a Big Eight Conference tv sched- 
ule for Saturday afternoons. Coverage 
will extend to Colorado, Iowa, Kansas, 
Missouri, Nebraska and Oklahoma. 
This league was formerly known as the 
Big Seven, but with the admission of 
Oklahoma State (formerly Oklahoma 
A&M) the conference was expanded. 
The schedule is being conducted as a 
“game of the week” series, with the 
announcement of each Saturday game 
held up until the Monday before. 


Basketball Gate Up 


Pro basketball has likewise wit- 
nessed a tremendous jump in gate 
count since it started telecasting games 
in the 1953-54 season. Maurice Podo- 
loff, president of the National Basket- 
ball Association, estimates that league 
attendance has risen some 30 per cent 
since the pre-tv or 1952 season. 

Fan and sponsor enthusiasm over 
televised sports has not gone unnoticed 
by the tv networks. Each of the net- 
works—especially CBS-TV and NBC- 
TV—has a year round schedule of 
live events. 

CBS-TV has pro football, profes- 
sional hockey, baseball Game of the 
Week and some horse racing. 

NBC-TV has NCAA football, basket- 
ball, the weekly Major League Baseball 
(instituted this year as an answer to 
the CBS-TV Game), Gillette fights and 
horse racing. 

ABC-TV has the Wednesday Night 
Fights and All-Star Golf. These are the 
live events. This network also has on 
film the All-American Game of the 
Week, which is a weekly football recap, 
and Bowling Stars. 

In addition to these, the networks 
carry sport specials throughout the 
year, like the football bowl games and 
certain tournaments. 

The current thinking is to have con- 
tinuous sports programming through- 
out the year. To this end, NBC-TV al- 
most a year ago introduced a 48-week 
sports package. Under the plan, ad- 
vertisers could buy one-fourth of the 
pro-basketball package for $325,000, 
one-fourth of NCAA football for $800,- 
000 and a quarter of the 26-game base- 
ball line-up for $650,000. 








F TOZeCN (Continued from page 47) 


of poultry and meat, almost all frozen 
food used during the period was a 
commercially prepared product. In 
the meat division only 9.5 per cent 
was commercially prepared, while 
about 29 per cent of poultry had been 
prepared commercially. 

More than four-fifths of the dollar 
value of frozen foods consumed (81.8 
per cent) was by homes in which a 
television set was present. The per cent 
of units of each type of frozen food 
consumed by households equipped 
with tv follows: 


with tv without tv 


Juice 78.4% 21.6% 
Fruit 86.3 13.7 
Vegetables 81.6 18.4 
Soup 87.6 12.4 
Fish 82.3 17.7 
Prepared dishes 86.6 13.4 
Poultry 89.8 10.2 
Meat 90.6 9.4 
Baked goods 88.8 11.2 


TvB has made a careful study of the 
characteristics of all the households 
in question. Those homes equipped 
with freezer storage were found to be 
well distributed among geographic 
regions, with the northeast slightly 
below the national average in owner- 
ship—the west above the average. 
Rural areas were also above average, 
while medium-sized metropolitan areas 
were below. 

Annual income appeared to be a 
factor in freezer ownership, but the 
base seemed fairly broad. About a 
fourth of households with incomes of 
less than $4,000 a year had freezer 
facilities, while 45.5 per cent of freezer 
homes had incomes from $4,000 to 
$6,999 a year. 

On education the base was again 
broad, with freezer ownership tending 
to increase with education of the head 
of the household. The middle educa- 
tional group accounted for almost half 
of all freezer-equipped homes. 

Differences associated with the oc- 
cupation of the household head seemed 
to reflect the factors of income and 
education. The professional, technical, 
proprietor, manager group had the 
highest incidence of freezer-storage 
households. But the households of 





H. M. Kennedy, executive director, 
public relations & advertising 


Prudential (Continued from 43) 


group insurance whereby companies 
can insure employes for less than indi- 
vidual policies would cost. 

The company’s mortgage loans on 
real estate—which encompasses homes 
and farms, housing projects and large 
and small industries—totaled $5,742.- 
095,341 in 1956. 

The Twentieth Century, besides 
being good business, is another confi- 
dent investment in a nation’s people. 





farmers and farm workers were also 
above average. Workers in crafts, me- 
chanics, machine operators, etc., and 
sales and clerical persons accounted for 
nearly half of all households equipped 
with freezer-storage facilities. 

Larger households were much more 
apt to own freezers than smaller. 
Households with three or more per- 
sons accounted for nearly four-fifths 
of all freezer-storage-facility house- 
holds. And younger households, where 
the housewife was under 35, were half 
again as often owners of such facilities 
as were older households. 

It is evident that while the use of 
frozen foods is widespread, the younger 
households and larger households are 
particularly important to the market. 
Another key to the market, to the most 
important users, are those households 
equipped with freezer-storage facilities. 
The importance of the middle groups 
by way of income, education, occupa- 
tion—and the larger and younger 
households—is particularly evident. 

Households with incomes between 


$4,000 and $6,999 account for nearly 
half the total U.S. freezer-storage 
homes; households in which the head 
received high-school education account 
for nearly half; households whose head 
is in the clerical and sales or “blue- 
collar” classification account for five- 
eighths; homes in which the housewife 
is under 50 account for four-out-of- 
five freezer-storage-facility households, 
and about the same proportion is rep- 
resented by households with three or 
more persons. 

This also is the pattern shown for 
television—its all-pervasive use among 
all segments of the population, yet 
with particular emphasis, relative to 
newspapers, on the middle groups, the 
larger and younger households. 

Housewives in homes equipped with 
spent 152 
minutes on the average day viewing 


freezer-storage facilities 
television, while only 50 minutes were 
spent reading newspapers. The aggre- 
gate time spent by all members of the 
household was 364 minutes for tv and 
112 for newspapers. 

The table comparing the time spent 
with newspapers and television by 
various types of food users (see page 
47) also points up the importance of 
heavy users of frozen foods. In the 
table, households consuming each type 
of frozen food during the seven-day 
period have been ranked in order of 
the volume consumed. The heavier-user 
half of 
designated as heavy, the other half as 
light. The cut-off point was taken as 
close to the middle of the distribution 
as was practical. The actual propor- 


such households has _ been 


tion of households in each classification 
is indicated in the table. The table 
then gives the per cent of total volume 
used by each group. 

Next, the table shows the relation 
of extent of use of each type of frozen 
food consumed to exposure to news- 
papers and tv. These results are in 
terms of the number of minutes spent 
with each medium. 

As noted, all households 
frozen foods during the seven days 
devoted 355 minutes to viewing tv 
and 117 minutes to reading newspapers 
on the average day, a ratio for tele- 
vision of 3.0 to 1. The housewife her- 
self in these households averaged 150 
minutes with television and 49 minutes 


using 


(Continued on page 78) 
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LIVE 


CHILDREN’S SHOWS 





Kitirik is the Pied Pipe 
of Houston Town — 
“live” every day — 


Tr 


warm and close to her 


adoring audience. And 


when Kitirik says “Buy 


Rainbo bread” Rainbo 
becomes Number One 
in the market ! ! 


turn to | 
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The new WISN Radio-Tv Broadcast Center 





at 19th and Wells streets in Milwaukee 


was dedicated on Oct. 13. The $1.25 million building is among the most modern 
and convenient in the nation. With entry into the new building wisNn-Tv has ex- 
tended its telecasting day to sign on at 11:30 a.m. instead of 2 p.m. The new 


two-story building contains approximately 50,000 square feet of floor space and 


is constructed of cream and light green brick, extruded metal and glass. Two large 
parking lots for clients and personnel are located near the structure. The building 


is air conditioned throughout. 





Frozen (Continued from page 77) 


with newspapers. These studies of the 
housewife’s time with each media are 
included in the last three columns of 
the table. 

When the results are taken separately 
for each type of frozen food used, in 
every instance the ratio of the time 
spent with tv to the time spent reading 
newspapers is even higher for heavy- 
using households than for light-using 
households. 

In other words, the important heavy- 
using household was exposed to tv 
from 3 to 3.9 times more than to news- 
papers, while in the light-using house- 
hold they were exposed from 2.3 to 3.1 
times as much. These comparisons are 
shown for juices, fruits, soups, poultry 
or any other type of frozen food. 

Summing up, television’s efficiency 
in reaching the frozen-foods user is 
far superior to that of newspapers, the 
TvB research reveals. 

As a part of the frozen-foods study, 
the bureau has a great deal of addi- 
tional information breaking down use 
of frozen foods and newspaper and 


television viewing by age, education, 
sex, locality, income and many other 
categories. It also has available all of 
this information for each of the various 
types of frozen food. 





Memo (Continued from page 69) 


vertisers to gain access to the valu- 
able television medium. These bene- 
fits can be accomplished without 
undermining network operations or 
depriving the public of the advan- 
tages of the American system of 


broadcasting. 


Rate Increases 

ABC-TV is increasing the basic 
hourly rate for K¢BT-Tv Harlin- 
gen from $250 to $350. 

CBS-TV is making the follow- 
ing basic hourly rate increases: 
KDUB-TV Lubbock from $300 to 
$350, wrvT Tampa from $700 to 
$800 and KCBT-TV 
from $250 to $300. 








Harlingen 











7-1957. 





ADD AN “EXPERT” TO YOUR MANAGEMENT TEAM: Experienced 
consulting service of Dick Doherty, nationally recognized broadcast expert, can 
improve your station operations and P/L results. Successful management ad- 
visory experience with TV/radio stations throughout the nation’s 48 states. 
Write or phone: Richard P. Doherty, TELEVISION-RADIO MANAGEMENT 
CORPORATION, 1816 Jefferson Place, N. W., Washington, D. C.; District 





78 October 21, 1957, Television Age 

















Film 


Savings & Loan, Arthur Meyerhoff; Lawry 
Products Inc. (spaghetti sauce mix), Cali- 
fornia Adv.; Sparklettes Drinking Water 
Corp. (fluoridated water), McCarty; Sales 
Builders, Inc. (Max Factor Cleen shampoo), 
Anderson-McConnell. 


JAMIESON FILM CO. 


Completed: Borden Co. (ice cream), Tracy- 
Locke; International Shoe Co. (Red Goose 
shoes), D’Arcy; Neuhoff Packing Co. 
(meats), C. Wendel Muench; State Fair 
of Texas (entertainment), Sherrill; Mercan- 
tile Trust Co. (bank service), Ratcliffe. 

In Production: Tenilhist Co. (cough syrup), 
Pams; J. D. Jewell, Inc. (frozen poultry), 
Crawford & Porter; Capri Salad Oil Co., 
McCann-Erickson; Arkansas-Louisiana Gas 
Co. (gas ranges), Robt. Butcher; Humble 
Oil & Refining Co. (gasoline), McCann- 
Erickson; George H. Dentler & Sons (Dent- 
ler Maid potato chips), McCann-Erickson. 


KEITZ & HERNDON 


Completed: Cain’s Coffee Co. (instant 
coffee), Lowe-Runkle; Southern Union Gas 
Co. (gas & gas ranges), direct; Lone Star 
Gas Co. (gas & gas ranges), R&R; Liberty 
Oil Co. (Amilico gasoline), Taylor, Nors- 
vorthy. 

In Production: Dr. Pepper Co. (soft drinks), 
Grant; Mishawaka Rubber & Woolen Mfg. 
Co. (Red Ball shoes), Campbell-Mithun; 
APCO (gasoline), Erwin, Wasey; Arkansas 
Louisiana Gas Co. (gas & gas ranges), di- 
rect. 


JAMES LOVE PRODUCTIONS 


Completed: Westinghouse Electric Corp., 
McCann-Erickson; Pittsburgh Provision & 
Packing Co. (Irish brand bacon), Ketchum, 
MacLeod & Grove. 

In Production: Vick Chemical Co. 
tablets), Morse; Boyle-Midway, Inc. 
Off), Geyer. 


MPO TELEVISION FILMS, INC. 


Completed: Procter & Gamble Co. (Tide), 
B&B; Procter & Gamble Co. (Cheer), 
Y&R. 

In Production: Mentholatum Co. (Mentho- 
latum, JWT; General Motors Corp. (Frigi- 
daire), Kudner; Bulova Watch Co. (watch- 
es), McCann-Erickson; King Kone Corp. 
(Cheeswich), Manoff; Eastman Kodak Co. 
(Kodak cameras), JWT; Lever Bros Co. 


(Continued from page >>) 


(cold 
(Easy 


(Wisk), BBDO; Ford Motor Co. (Ford 
cars), JWT. 

DAVID PIEL, INC. 

Completed: Consolidated Cigar Corp. 
(Dutch Masters cigars), Erwin, Wasey; 


Capezio, Inc. (ballet slippers), Galbraith & 
Hoffman; Nationwide Insurance (auto & 
fire insurance), Ben Sackheim. 

In Production: Monsanto Chemical Co. 
(plastic toys), NL&B; Transogram Co. 
(toys), Lester Harrison. 


HAL ROACH STUDIOS 


Completed: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; Liebmann 
Breweries, Inc. (Rheingold beer), FC&B; 
SOS Co. (Tuffy), McCann-Erickson. 

In Production: Procter & Gamble Co. (Ca- 
may), Burnett; Bristol-Myers Co., Canada, 
Ronalds; Singer Sewing Machine Co., Can- 
ada, Ronalds; Emerson Drug Co., Canada, 
(Bromo-Seltzer), F. H. Hayhurst; Hudnut 
Sales Co., Canada, (Beauty Curl & Bliss), 
F. H. Hayhurst; Bulova Watch Co. (watch- 





Chart (Continued from 66) 


Gary Moore Show 10- pote 15 Mon.— sust. 
Tues. Gerber ait, wks. F ved 


Chem ; Thurs. -- Ores st 11/7 
alt, wes reside; fri. ion Mi.ls. alt. 
wks. Sunshine Biscuit. 10:15-30; Mon. 


—Campbeil wk. ; _—Florida Citrus, alt. 
wks, Vicks Chem. ; ; Wed.—Hoover st 11/20; 
Thu.—Gen, Foods, alt. whks., Nestle, 
rri—tirver, a. was, Sunshine Biscuit 
10:30-45: Fri.—Johnson & Jonnson, alt. 
wks. California Packing. 10:45-11; Fri.— 
Lever. 11-11:15; Yardley, alt. wks. 
Florida Citrus. 11:15-30: Gen. Mills, alt. 
wks. Vick Chem. 

Beat The Clock. 2-2:15 p.m. 
sust.; Tue.—Nestle alt. wks. sust. 
—Atlantis Sales, alt. wks. sust. 
Libbey st 11/7 alt. wks. ie; . 
Gen. Mills, alt. wks. Gerber, 2:15-30: Mon. 
—sust.; Tu.—Gerber, alt wks.; Wed.— 
Kodak, alt. wks. M. Davis; Thu.—Sun- 
shine Biscuit, alt. wks. Purex; Fri. 
son & Johnson, alt. wks. Vick Chem. 

Hotel Cosmopolitan. 12-12:15 p.m.; Mon. 


Mon. _ 


—sust.; Tu.—Toni alt. wks. sust.; Wed. 
—Atlantis Sales alt, wks, sust. ; fuer. — 
sust.; Fri.—Swift alt. wks, sust. 

House Party 2:30-45 p.m. Mon.— 


Standard Brands. Tu. Swift alt wks. Toni; 
Wed. Lever; Thu. Kellogg; Fri. 

; $ —CampbelL .— Kellogg: 
Wed.—Simoniz; Thurs.— st yaa Fri.— 
Swift, alt. wks. A. 

NBC—The Price is Right i 11:15 a.m, 
Mon-sust. Tues.—Sterling Drug alt. sust. 
Wed.—Gen. Foods alt. Sterling 
Thurs.—Sust. Fri.—Lever Bros, 11:15-30 
Plus alt. Mentholatum, 
.—Chesebrough- Ponds. Wed.-— 
alt. Lanolin Plus; Thurs.—Minn. Minn. - 
Mining alt. sust.; Fri.—Mentholatum alt. 
Drackett. 

Truth or Consequences. 


11:30-45 a. m.: 
Mon.-Thur. sust.; 


Fri.—Gen. Foods alt. 
wks, sust, 11-45-12; 7 Sterling Drug 
alt, sust. ; Tue.—sust. ; Wed.—Lev er; Thur 
Miles, alt, wks, Alberto Culver; Fri. Lever, 


alt. Gen. 
12:00-15 p.m. 


Mon.— 
Church & Dwight, alt. wad 





Mining; 1 
It Could Be You. 12:30-45 P.m.: Mon. 
- Pharmaca Inc. alt., sust.; Tue.—Ponds, 
Wed.—Gen, . “alt, wks, Armour ; 
—Miles, alt. wks. Alberto Culver; 
; Ree’ alt. wks. Drackett Co. 


Corn Prod. alt. wks. 
son; Thur.—sust. alt, wks. 
P&G, alt. wks. Corn Pred. 
Bride and Groom 2:30-2:45 
om. aout erilto alt sust. W 
sus’ ur.—Minn. ning & Mf alt 
sust, Fri.—Metholatum alt, sust. 2: i. 3:00 


Mon.—sust. Tues.—sust. Wed.—Drack- 
ett alt. Tanolin Plus. _ Thurs.—Al 
berto Culver alt. Miles Labs. Fri.— 


Drackett alt. sust. 
ween For A Day 


4-4:15 Mon.—Lano- 
lin Plus alt 


Mentholatum, Tues.—Stand- 
ard Brands; Wed.—Park & Tilford alt 
sust. Thur.—Minn. Mining alt. sust. Fri. 
—S.0.S. alt. Welch; 4:15-4:30 Mon— 
Brown & Williamson alt. Toni. Tues.— 
Standard Brands, Wed.—Corn Prod. alt. 
mer. Home. Thu.—Alberto Culver, alt 


Miles ras, Fri.—Amer, Home alt. Corn 
Prod. 4:30-4:45. Mon,-Fri.—P&G. 

Modern Romances 4:45-5:00 Mon.— 
Sterling Drug alt. sust. Tues.—Sterling 
Drug alt. Brillo Wed.—Corn Prods. alt. 
Sterling Drug Thur.—Kraft, Fri.— 
Sterling Drug alt. Corn Prod 


*Specials—Mon. Nov. 4, 9-9:30 p.m—A 
special Oldsmobile announcement show. 
Nov. 5 9-10:00 p.m.—Jerry Lewis 


Show. 

Thu Nov. 7 8:30-9:30 p.m.—Bob 
Hope ; my 

Sat. Nov. 16 8-9:00 p.m.—Las 
Vegas Show. 


Sun. Nov. 17 9-11:00 p.m.—General 

Motors 50th Anniversary show 
Mon. Nov, 18 9:30-11:00 p.m. 

Hall of Fame. 
Thurs. Nov. 21 


Halimark 
10-11:00 p.m.—The 


Inrocent Years—Project 20. 
Tues. Nov, 26 TBA—The Pied Piper 
of Hamelin. 
Jed Nov. 27 8:30-10:30 p.m.— 
Arnie Get Your Gun 


Thurs. Nov. 28 11 a.m.-12 noon—Macy’s 
Thanksgiving Day Parade. 

















es), McCann-Erickson; General Motors 
Corp., Kudner; Mars, Inc. (candy), Knox 
Reeves; Nestle Co., Inc. (Nescafe), Hous- 
ton. 


SONG ADS, INC. 


Completed: Union Pacific Railroad, Caples; 
F&P Peaches, Nelson-Baker; KTLA, direct; 
Mrs. Baird’s Bakeries, Inc. (bread), Tracy- 
Locke; Duncan Coffee Co. (Maryland Club 
coffee), Tracy-Locke. 

(Continued on page 80) 
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ill growing 


BIG and still growing 


@ Survey after Survey of 14 
counties indicates Uncontested 
Dominance of Northern Iilinois- 
Southern Wisconsin area by 
WREX-TV. 


© Combined rural and industrial 
following . . . ideal for test 
campaigns. 


WREX-TV 


Tope tu 
sales power! 


WREX-TV — ““The Viewers’ Choice 
DELIVERS your message to the buyers 
this rich industrial and agricultural 


onsistent high quality 
promotion and merchandising of 
spots and programs has earned 
major awards for WREX-TYV this 
For the best medium to reach this 

aarket consult H-R for 


story 


in produc 


» WREX-TV 


J. M. BAISCH, General Manager 
REPRESENTED BY H-R TELEVISION, 


CHANNEL 133 


ROCKFORD 
ILLINOIS 
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OME . is where Tele- 
vision is. And in Eastern 
North Carolina, from the 
Capital to the Coast, Channel 9 
is the hometown station for 
most TV viewers. Check all 
the surveys for proof. Then 
check Hollingbery for avails. 





REPRESENTED MATIOMALLY BY HOLLINGSEOT 
A MARTWELE CAmMPRELL, GEM moe 
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Film 


In Production: Creomulsion Co., Tucker 
Wayne; Borden Co. (milk), Tracy-Locke; 
Q-6, KHQ-TV, Devine & Brassard; Frito 
Co. (Fritos), Tracy-Locke; Arnold Schwinn 
& Co. (Schwinn bicycle), C. B. Juneau; 
Fintex Clothes, Luckoff & Wayburn; Kraft 
Foods Div. National Dairy Products Corp. 
(cottage cheese), JWT; Wm. S. Scull Co. 
(Boscul coffee), Tracy-Locke; Aero Naves 
De Mexico, Caples; General Electric Ap- 
pliances Co., Stromberger, Lavene & McKen- 
zie; Rancho Soup Co., Nelson-Baker. 


(Continued from page 79) 


SOUND MASTERS, INC. 


Completed: Borden Co. (instant coffee), 
DCS&S; National Biscuit Co. (Milk-Bone), 
K&E. 

In Production: Borden Co. (instant coffee), 
DCS&S; General Electric Co. (Xmas blubs), 
BBDO; P. Lorillard Co. (Kent), L&N; 
Procter & Gamble Co. (Crisco, Cheer, Spic 
& Span), Y&R. 


SOUTHWEST FILM 
LABORATORY, INC. 


Completed: Southeastern Bell Telephone Co. 
(yellow pages), Gardner; St. Louis Independ- 
ent Packing Co. (Mavrose meat & bacon), 
Gardner; Southern Union Gas Co. (gas 
appliances), direct; Oklahoma Gas & Elec- 
tric Co. (electric service), Lowe Runkle; 
Zale Jewelry Co., Sam Bloom. 

In Production: Southern Union Gas Co. 
(gas appliances), direct; Metzger’s Dairies 
(milk), Sauermann; First National Bank of 
St. Louis (banking service), Gardner. 


TRANSFILM, INC. 


Completed: Robert Hall Clothes, Inc. (men’s 
clothing), Frank B. Sawdon; R. J. Rey- 
nolds Tobacco Co. (Camels), Esty; Air 
France, Buchanan; Genesee Brewing Co., 
Inc. (beer), Marshalk & Pratt, div. McCann- 
Erickson; American Lead Pencil Co. 
(Venus pencils), Doyle Dane Bernbach; Na- 
tional Lead Co. (Dutch Boy paint), Mar- 
schalk & Pratt, div. McCann-Erickson; R. H. 
Macy & Co., Grey. 
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Completed: B. Manischewitz Co. (wine), 
Gumbinner; Maxwell House Div. General 
Foods Corp. (coffee), B&B; Aluminum Co. 
of America (Alcoa home products), F&S&R; 
Best Foods, Inc. (H-O Oats), SSC&B; 
Campbell Soup Co. (Franco-American 
spaghetti), Burnett. 

In Production: Libbey-Owens-Ford Glass 
Co. (safety plate glass), F&S&R; General 
Foods Corp. (Post Cereals). B&B; Aluminum 
Co. of America (Alcoa Wrap), Ketchum, 
MacLeod & Grove; Anahist Co., Inc. (Viri- 
san), Bates; Tea Council of the U.S.A. 
(tea), Burnett; Smith Bros. (cough drops), 
SSC&B. 


UPA PICTURES, INC. 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co., McCann-Erickson; Colgate- 
Palmolive Co. (Colgate toothpaste), Bates; 
National Biscuit Co. (Nabisco), K&E; Qual- 
ity Bakers of America (Sunbeam bread), di- 
rect. 

In Production: Nestle Co., Inc. (Nescafe), 
Houston; Coca-Cola Export (Coca-Cola), di- 


rect. S. A. Schonbrunn & Co. (Savarin), 
FC&B; Piel Bros. Inc. (beer), Y&R; 
General Foods Corp. (Post Cereal & Sanka 
coffee—Danny Thomas Show opening), B&B 
Liggett & Myers Tobacco Co. (Chesterfield 
— Frank Sinatra Show opening), McCann- 
Erickson; Sylvania Electric Products, Inc., 
JWT; General Foods Corp. (Tang), Y&R; 
State Line Potato Chips, Randell. 


ROGER WADE PRODUCTIONS, 
INC. 


Completed: Landers, Frary & Clark (Uni- 
versal appliances), Goold & Tierney; Shell 
Oil Co. (public relations), direct; Tasty 
Baking Co. (Tasty cakes & pies), Ayer; 
Reuben H. Donnelly, Inc. (yellow pages), 
Ayer. 





Research Service 


A new research service for ad- 
called “On the Air” 
research, is now being offered by 
KTWo-Tv Casper, Wyo., as part of 
its regular sales package plan- 
ning. The service, which is based 
on an awareness and playback 
method developed for the station 
by Dr. Saul Ben-Zeev, formerly 


vertisers, 


of the University of Chicago and 
now research director of the 
North Advertising Agency, Chi- 
cago, is being given free to every 
KTWO-TV advertiser who buys a 
unit of 20 spot announcements 
per month at the regular rates. 

Each study will be conducted 
at the completion of the 20-an- 
nouncement campaign and will 
consist of interviews with a ran- 
dom sample of 200 people for 
each participating product. Ac- 
to Dr. Ben-Zeev, al- 
though awareness studies are not 
uncommon, this is the first time 
that an advertiser is being offered 
a month-to-month service which 
gives a recall evaluation of his 
advertising message under actual 
broadcasting conditions. 

In a preliminary test of the 
plan, conducted by the station 
for Toni home permanents, the 
carry-over factors in an old com- 
mercial were demonstrated. Over 
42 per cent of the persons 
sampled recalled one _ specific 
point in a Toni commercial which 
had been run for a year preced- 
ing the test, but not during the 
test period. 


cording 






































TV Introduces ‘Famlee’ Wrapper 


As part of an expensive campaign to introduce a new plastic wax wrapper 
for Fisher Baking Co.’s Famlee bread in the Utah market, Ross Jurney & 
Associates, agency for Fisher, used television as an integral part of the 
$25,000 promotion. 

Two women’s shows on KTVT and KSL-Tv Salt Lake City presented the 
new loaf in daily afternoon spots, while spots in adjacency to ABC-TV’s 
Mickey Mouse Club also pitched the new wrapper to the show’s moppet 











Don H. Fisher, president and general manager of Fisher Baking 
Co., Salt Lake City, is full of “fatherly” pride as A. H. Garrigues, ac- 
count executive from Ross Jurney and Associates, and Jack Conrad, 
of Pollock Paper Corp., look on at the introduction of the new Famlee 
Broad loaf. The nurse is Fran Companare. 


audience, a technique—selling bread through the youngsters to the family 
—that Famlee has been following for over a year. 

Both sponsor and agency also reported considerable advantage gained 
through tv’s ability to show the “food vignettes” that are used on Famlee 
wrappers. These vignettes were instituted several years ago by Don H. 
Fisher, owner and operator of the independent bakery which markets Famlee 
bread, in the belief that bread should be sold as a complement to other 
foods, a development that was pioneered in Utah by Mr. Fisher- 











WONDSEL, CARLISLE & 
DUNPHY 

Completed: American Home Foods, Inc. 
(Chef Boy-Ar-Dee pizza pie), Y&R; Gen- 
eral Electric Co. (automatic saucepan, ———————— = ——o ~ 
portable mixer), Y&R; International Latex 
Corp. (Dryper pads), direct; Hazel Bishop, | 


Inc. (Real, Real Red—Four-for-$1 offer), © fii MT uj r sleeve... 
Raymond Spector; P. Lorillard Co. (Kent), Hts time to ro Pp your 


Y&R; Standard Brands, Inc. (Chase & San- t \ 

born instant coffee), McCann-Erickson. Si : 

In Production: American Tobacco Co. aj 

(Lucky Strike), BBDO; Armour & Co. (Ar- . LOOD 


Ready cocoa), McCann-Erickson. 










mour’s Star Frozen Stuffed Junior turkeys), 
Ayer; Standard Brands, Inc. (Chase & San- 
born instant coffee), Ayer; Chesebrough- 
Ponds, Inc. (Vaseline lip ice), McCann- 
Erickson; Columbia Records, Inc. (Colum- 
bia phonographs), McCann-Erickson; coun- 
cil for Financial Aid to Education (The 
Closing College Door), The Advertising 
Council; General Foods Corp. (Gaines dog 
bisuit, dog menu), B&B; Hazel Bishop, Inc. 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


























mond Spector; Johnson & Johnson (Devoted | 
to Babies), Ayer; Nestle Co., Inc. (Ever- | 
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LIVE 


PUBLIC SERVICE 


Public service is best 
when local and “live” 
Houston clergy and 
civic leaders unanimously 
commend KTRK-TV for 
its leadership in 
fulfilling its public trust. 
For example, the only 
“live” coverage of the 
recent sensational 
impeachment hearing 
was on KTRK-TV 


. ; turn to 
. . and covered in entirety. Page 83 
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lel Rie), | 


CHANNEL 13 





(Perfume stick, Ultra-Matic lipstick), Ray- 
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CRISIS AT HAND. The investor— 
professional or amateur—is in for 
a bad siege. Another period of psy- 
chological and economic crisis is at 
hand and the uncertainty accompany- 
ing it will drag the market down—tv 
stocks included. 

To tv security holders the business 
outlook is not as dour as it seems for 
shareholders of other type securities. 
That whirling Soviet satellite, for ex- 
ample, will be more of a boon to the 
tv-electronics industry than any other 
save fuel and missile hardware produ- 
cers. 

Yet it is the general economic out- 
look that must be taken into account 
first, and then the specific industry. 

The amount of money that will be 
poured back into the expansion of in- 
dustry from business itself and from 
the Government is slowing down. Capi- 
tal expenditures for modernization and 
fresh plant facilities will set a record 
in calendar 1957. But that will be—for 
a time—the end of the upward climb. 
The nation’s manufacturing capacity 
in most fields is for the moment ample. 

The Government, constantly fighting 
the battle of the budget, has been slash- 
ing expenditures in work-making areas 
(releasing more men from military 
service) but increasing expenditures in 
non-productive social or civil-liberty 
areas (new agencies to police civil- 
liberty abuses). 


TRENDS IN PRICES. The price of 
many commodities heads downward 
while finished-goods producers con- 
tinue to announce price increases. Sec- 
retary of Labor Mitchell has indicated 
he believes the upward splurge in liv- 
ing costs is tapering off. 
The shock value of the 
satellite-missile announcement may re- 
verse the trends. Much clamor and 
‘drum-beating over how and why the 
Reds beat the U. S. 


voyages into space may cause vast new 


Russian 


to unmanned 


expenditures to pour forth into many 
technical projects in a spasm of 
wounded pride. But to speculate on any 
moves in that area, except in very gen- 


eral terms, is dangerous. 


Wall Street Report 








Now as to the securities markets. 
Acting as a mirror of tomorrow, the 
stock market has been dropping stead- 
ily to lower levels. The Dow-Jones 
Industrial Average slid from a high 
of 520.77 to a low of 452.42. The lack 
of any substantial pickup in business, 
uncertainty and tax-selling in the next 
month could knock it down to the 400 
level of 1955. 

The professional investors—the in- 
vestment trusts and pension plans— 
always considered the Maginot Line of 
the market in times of falling prices— 
seem to be shifting slightly to bond 
buying or concentrating on pure blue- 
chip stocks. This not only weakens the 
general support for the market but 
leaves a thin trading area for other 
issues when the non-professional is 
seeking guidance on the trend. When 
in doubt, stay out, seems to be the 
axiom. Some members of the financial 
community are calling for easier mar- 
gin requirements to stir trading. But 
it’s unlikely the Federal Reserve Board 
will change its strategy on credit at 
this point. It has been seeking what 
pundits call a “controlled recession.” 
The recession seems near at hand. We 
must wait to check the controls. 


WAITING PERIOD. Ty stockholders 
then must resign themselves to the 
fact that one group of securities can- 
not buck the trend except in rare in- 
stances—and there’s nothing so dis- 
tinctive about the tv industry at the 
moment. Jn fact, Barron’s Tv Group 
Stock Average was at 36.85 as this 
issue closed, a decline almost propor- 
tionate with that in the general in- 
dustrial stock average. 

Several issues ago it was pointed out 
here that the tv industry was marking 
time awaiting a technological break- 
through that would open the way to 
color, wide-screen and toll tv. It’s only 
natural to observe that the dawn of 
the interplanetary era will accelerate 
scientific research at all levels of in- 
dustry—and particularly in the elec- 
tronics field, which is so closely allied 
with missile work. 

Television, both as a medium of 




































































communication and a tool for work, 


will benefit from the new development. 
As man explores new areas, the value 
of television to communicate his find- 
ings soars. It would seem, for example, 
to bring closer the use of transAtlantic 
tv. It suggests that man will be push- 
ing faster than he realized into new 
regions. 

One field that will benefit undoubt- 
edly by the impetus to fresh thinking 
will be industrial use of television, 
ranging from product testing by put- 
ting a tv camera inside a rocket, down 
an oil well or flashing stock prices on 
a tv screen. The field has not grown 
as rapidly as originally hoped, partly 
because cost of equipment is higher, 
and manufacturers were intent on 
reaping the benefits of the consumer 
market. But now they are devoting 
more attention to it, and it should 
jump rapidly in the next two years. 


ADDITIONAL FACTORS. Ty stock- 
holders must also take into account a 
few other factors affecting the indus- 
try. The cost of telecasting as an ad- 
vertising medium has risen steadily 
and evidently will be higher next year. 
This is one reason why sponsors are 
developing cost-cutting techniques in 
the use of tv by going more and more 
to film, 
shows or going from one hour to half- 


sponsoring alternate week 


hour programs. 
And now there is the most recent 











Meredith Report 


The radio and tv properties of 
the Meredith Publishing Co. 
showed a 12.3 per cent increase 
in revenue this year, according to 
the company’s annual report. 
Meredith credited this gain to its 
“emphasis on program excellence 
and best technical facilities, to- 
gether with growth inherent in 
the industry.” 

Meredith Publishing in 1957 
had gross revenues of $53,072,- 
000 as compared with $48,460,- 
000 in 1956. Broadcasting in 
1957 had gross revenues of $9,- 
971,125, compared with $8,881,- 
407 in 1956. Net earnings after 
taxes this year for Meredith Pub- 
lishing were $4,644,000, against 
$4,047,000 in 1956. 

Among the companies assets as 
of June 30, 1957, were $3,955,- 
744 in tv-radio plant and equip- 
ment and $123,652 in tower 
lease, network and advertising 
contracts. These figures were 
computed after reserves for de- 
preciation and amortization were 
accounted for. 

Meredith broadcast properties 
are WHEN-TV-AM Syracuse, WowW- 
TV-AM Omaha, KCMO-Tv-AM Kan- 
sas City and KPHO-Tv-AM Phoe- 
nix. 




















FCC report (see Washington Memo, 
page 65) on what should be done to 
curb some tv network practices. The 
FCC seems intent on breaking up some 
of the established relationships in the 
industry. 

The FCC report has been made after 
two years of study and is presented 
in great detail, so there should be no 
attempt by the industry or stockholders 
to attack it or dismiss it arbitrarily 
without careful examination. 

One thing should be recalled so that 
tv security holders may have an object 
lesson before them in evaluating such 
developments: there are some striking 
parallels in the initial findings and 
recommendations of the FCC and 
charges made in 1948 against the 
major motion-picture companies. 

The film companies with their thea- 
tre networks were charged with block- 


booking, (a variation of must-buy), 
domination of theatre ownership (ala 
tv multiple ownership) and other simi- 
lar issues. The Justice Department 
pressed its case and won a consent 
decree from the industry. The inde- 
pendent theatre owners who had been 
pressing for the action screamed jubi- 
lantly. 

Less than two years later they were 
wailing. The big companies, no longer 
responsible for keeping their own thea- 
tres supplied, cut down on film output; 
competitive bidding drove film-rental 
costs higher, made even good pictures 
unprofitable to exhibitors; big-name 
stars were able to form their own com- 
panies and ask fantastic prices; the 
number of theatres in the industry be- 
gan to shrink and continues to do so. 
The advent of tv merely accelerated 
the whole process. Today the film in- 
dustry is still staggering from the im- 
pact of that decision, with some of its 
renewed strength stemming from the 
fact that tv has become a friend, not 
an enemy. 

This comparison is not void in every 
respect. There are two major differ- 
ences. Tv’s air channels are under 
Government control, and tv is a grow- 
ing medium, not a spent one at the 
time FCC recommendations are under 
consideration. 











Stock High-Low Last 
1957 Ouote* | 
New York 
Stock Exchange 

ABC 24%- 165% 16% 
ADMIRAL 14%- 8% 814 
A. T. & T. 179% -167% 169 
AVCO 7™%- 5% 5% 
ces (A) 36%- 26% 26% 
EMERSON 6%- 5% 5% 
GENERAL ELECTRIC 7236- 5236 60% 
HOFFMAN 25%- 17% 21% 
MAGNAVOX 44 - 34 35% 
MOTOROLA 51%- 35% 44 
PHILCO 183%- 1256 13% 
RCA 40 - 29% 30% 
RAYTHEON 23%- 16% 19% 
STEWART-WARNER 4154- 31% 34 
STORER 29%4- 22 22% 
SYLVANIA 461%4- 33% 3444 
WESTINGHOUSE 6856- 5236 58 
ZENITH 126%4- 91% 112 

American Stock Exchange 
A. A. P. 11%- 7% 7% 
DUMONT LABS 6%- 4% 4% 
GUILD FILMS 45%- 2% 3% 
HAZELTINE 44%- 29% 353% 
NATIONAL TELEFILM 9%4- 7 7% 
SKIATRON 3% 7 


Over-the-Counter Stocks 
Bid Askedt 
AMPEX 52% -52 


CONSOLIDATED TV 19%4-19%4 
GROSS TELECASTING 20 -20% 
OFFICIAL FILMS 1%- 1% 


*As of the close, Oct. 9, 1957. 
tAs of Oct. 9, 1957. 
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LIVE 


PROMOTION & 
MERCHANDISING 





Spectacular award 
winning promotion . . . 
Exclusive super market 

and drug chain 
merchandising 
these are the big “live” 
extras that go with your 
best buy in Houston — 
KTRK-TV — the station 
with nine lives ! ! ! 
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HOUSTON 


CHANNEL 13 
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wanted him shot 


“You,” said the suavely arrogant young 
baron in the blue and silver Generalstab 
uniform, “are a British spy. And,” pointing 
his hand like a pistol, “you know what 
that means.” 

What it meant was that the most daring 
correspondent of his day, counting on 
America’s 1914 neutrality, had wandered 
too far behind German lines. And made a 
new acquaintance who was now politely in- 
sisting on having him shot. 

But 24 hours later, Richard Harding 
Davis nonchalantly rode back to Brussels 
in a German general’s limousine. 

By that time, Davis had become an old 
hand at getting out of tight spots. It was, 
after all, his sixth war. And as early as his 
third, he had been officially commended for 
cool courage and offered a commission. His 
admirer: Colonel Roosevelt of the Rough 
Riders. 

Novelist, playwright, reporter, world- 
traveller, Richard Harding Davis was the 
idol of his generation. And his clear-headed 
adventurousness, his love of fair play, 
would have made him one today. For 
America’s strength as a nation is built on 
just such personal qualities. 

And America’s Savings Bonds are literally 
backed by them. It is the courage and 
character of 170 million Americans that 
make these Bonds the world’s finest guar- 
antee of security. 

For in U.S. Savings Bonds your principal 
is guaranteed safe, to any amount—and your 
rate of interest guaranteed sure—by the 
greatest nation on earth. Buy U.S. Savings 
Bonds regularly where you bank or through 
the Payroll Savings Plan where you work. 
And hold on to them. 


SAFE AS AMERICA—U.S. SAVINGS BONDS 


© 


The U.S. Government does not pay for 
this advertisement. It is donated by 
this publication in cooperation with the 
Advertising Council and the Magazine 
Publishers of America. 
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News (Continued from page 35) 

Viz: (1) mother is making book on 
the horses to get enough money to 
move from a slum neighborhood; she’s 
hauled into court on a charge of con- 
tributing to the delinquency of a 
minor when daughter is caught mak- 
ing collections. (2) And proud papa 
buys prospective son-in-law (a med- 
ical student) $3,000 worth of x-ray 
equipment; he takes the lad to court 
to recover the equipment when the 
nuptials fall through. 


PRODUCTION PROBLEMS. A show 
that’s “winging” all the way (that is, 
with no script or camera directions) 
naturally presents some interesting 
production problems. Verdict, which 
is produced in the CBS-TV Vander- 
bilt studios in New York’s Grand 
Central Terminal, has an _ unusual 
four-wall set, with four cameras pick- 
ing up courtroom points of interest. 
The jury box has 12 tried-and-true 
picked from the studio audience 
(they agree to come back each day 
until their case is finished and they’ve 
handed down a verdict). Witness 
stand, judge’s bench, plaintiffs and 
defendants are ranged in standard 
courtroom fashion. There’s also a set 
depicting the judge’s chambers 
(hizzoner is for real, like the lawyers, 
but retired by bar-association regula- 
tions) and a newsroom set where Jim 
McKay, CBS newsman, monitors the 
trial and comments and picks up 
station and commercial breaks. 

Producer Eugene Burr makes an 
educated guess that the show has 30 
per cent more camera cuts than a 
standard drama. Directgr Byron Paul 
and the four cameramen work as they 
might in covering a baseball game, 
with quick takes of spontaneous ac- 
tion. A couple of the cameramen, in 
fact, are baseball vets, and they get 
directions via  ball-park locations 
(judge’s bench is “first base” and so 
on). 

Actors auditioning for the show 
get a severe grilling on the mock wit- 
ness stand by director Paul. That’s to 
see if they are up to the ad-lib gaff. 
Producer Burr says the hopefuls often 
leave the audition stand in tears, and 
he’s beginning to worry that such 
word will get around among the act- 





‘Verdict?’ Off Air 

While The Verdict Is Yours 
bows in on CBS-TV, a courtroom 
drama of many years’ standing 
bows out on WWJ-TV, the station 
of the Detroit News. 

Going off the air this fall are 
Traffic Court and Juvenile Court, 
re-enactments of Detroit court 
happenings which are staged in 
ww/J-Tv studios. Although Traffic 
Court has been on the air since 
1949, the shows are going off at 
the request of the Michigan Bar 
Assn. Main complaint of the bar 
concerns a pitfall that The Ver- 
dict Is Yours has avoided. The 
Michigan Bar says appearance of 
two judges on the Detroit shows 
constitutes a violation of ethics 
because it constitutes self-adver- 
tising. 

Judges on the CBS-TV show 
are retired, to conform with Bar 
Assn. ethics. 

WWJ-TV says it has received 
close to 4,000 letters asking that 
the shows remain on the air. 
Traffic Court had an audience 
estimated at more than 600,000. 
Juvenile, out-rated in Detroit 
only by one network show, had 
an audience estimated at more 
than 1,000,000. 

The format of Traffic Court 
has spread to local stations in 
Cleveland, Los Angeles and Bal- 
timore, according to WWJ-TV 
officials. 











ing fraternity, with its members con- 
sequently staying away from Verdict 
casting calls in droves. 


LAWYERS AUDITIONED. The at- 
torneys, who are paid for their stints 
on the show, are also given the audi- 
tion treatment in some cases (some 
have written in asking to be on 
Verdict). Theatrical types who have 
audience appeal will be asked back 
after six or eight weeks, says Mr. Burr, 
and will have to join the American 
Federation of Television and Radio 
Artists if they re-appear. A lapse of 
six to eight months would be re- 
quired before actors can return. 

As for the “jury,” it can definitely 








be classified as blue ribbon, at least 
remuneratively speaking. The panel 
gets $5 each per day, as against the 
$3 paid to jurors for their service in 
real courts. 

There are further touches of au- 
thenticity on and off camera. An 
actual court reporter sits in, taking 
full text on the trials. A full-time legal 
advisor is assigned to production. 

Verdict is a remake of They Stand 
Accused, a DuMont network once-a- 
week hour show out of Chicago in 
the early 50s. The daily-serial format, 
of course, is quite different and a lot 
more challenging. 

Sponsors will no doubt fall in line 
if the show picks up a following. One- 
fourth is sold participation now. The 
open time is waiting on wait-and-see 
backers. 

Meanwhile, according to early mail 
response, viewers are taking the title, 
The Verdict Is Yours, very seriously. 
Many are filing long argumentive mis- 
sives, says Gene Burr. And, he says, 
it looks as though the show is de- 
veloping fan clubs for the legal trade. 


Teaching Aids 


Ralston Purina Co. has got the 
backing of the National Education 
Assn. for its school program built 
around the ABC-TV show, Bold Jour- 
ney. 

As reported in Tv AGE, Ralston 
Purina and agency Guild, Bascom, 
Bonfigli are sending weekly teaching 
guides on each of the travel shows to 
more than 30,000 classrooms. 

In connection with classroom proj- 
ects, 31 educational travel grants will 
be awarded to participating teachers. 
The travel tours will be planned and 
directed by the NEA division of travel 
service. One tour will be an around- 
the-world trip. Others will include 
points in Europe and the Americas. 

Dr. J. Cloyd Miller, president of 
New Mexico Western College, past 
president of the NEA and a member 
of the NEA board of trustees, will be 
chairman of a teacher award advisory 
council. Teachers will submit outlines 
of their classroom programs built 
around Bold Journey. 

The Prudential Insurance Co. of 
America is another advertiser that is 
going to the classrooms this year. More 





Young Adds 


Changes in the west-coast sales 
staffs have been announced by 
Adam Young, president of the 
Young tv-radio representation 
firms. 

In San Francisco, Richard Kel- 
liher has been named manager, 
succeeding Chuck Christianson, 
who has resigned to become 
manager of KRUX Phoenix. Dell 
Simpson has been named to the 
sales staff. In Los Angeles, Clay- 
ton Braun, formerly with ABC, 
has been added to the sales team. 
William Wallace is manager of 
west-coast for the 
Young companies. 


operations 











than 60,000 teachers in 12,000 schools 
receiving Prudential’s teaching 
aid on the CBS-TV The 
Twentieth Century. 


are 
show, 


Castleman Named 


George C. Castleman, television new- 
business development manager of 
Peters, Griffin, Woodward, Inc., has 
been elected a vice president of the 

tv-radio _ station- 
representative 
firm. In making 
the announce- 
ment, H. Preston 
PGW 
president said, 
“Mr. Castleman’s 
substantial 
tributions to the 


Peters, 


con- 





broadcasting in- 
dustry have earned him this office.” 
Mr. Castleman joined Peters, Grif- 
fin, Woodward in January 1955, after 
four years with CBS Spot Sales. Prior 
to that affiliation he was a vice pres- 
ident of the Bermingham, Castleman 
& Pierce advertising agency. 





Source Book of Tv 
Advertising 
Vol. II 
400 case histories of successful tv ad- 
vertising among 15 product groups. 
$3 
Reader’s Service, TV AGE 
444 Madison Ave., New York City 








NAME 
OUR 


CHANNEL 12 


Clarksburg, W. Va. 


WBO 
ano WI 


e A fabulous week for 2 at 
THE GREENBRIER 
White Sulphur Springs, W. Va. 
@ ELECTRIC-EYE MOVIE CAMERA 
By Bell and Howell 
@ POLAROID LAND CAMERA 
e 12 other wonderful prizes 


USE THIS INFORMATION TO 


help you name the symbol of Clarks- 
burg’s new high-power TV station 










e Covers the virgin market of Cen- 
tral W. Va. (Clarsburg — Fair- 
mont — Morgantown) 

e Rich in coal, oil and gas 

e Untouched to date by a direct TV 
signal 

e Captive audience—666,315 popula- 
tion 

e Buying income $1,119,746,000 

e $200/hr. AA network time: $250 
national spot. 

Contest open to all readers of this 

magazine. Ends January 5, 1958. ial 


MAIL YOUR ENTRY TODAY TO 


WBOY-TV 
CHANNEL 12 


| 
| 
| 
| 
Exclusive in Clarksburg, W. Va. 
| 
| 


fai INTERCONNECTED 


George Clinton, Gen’! Mgr. « Rep. by Avery-Knodel 


fee A Member of The Friendly Group | 


| suggest the following name: 





Name 
Company. 
Address 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have used 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 
advertising problems, then tells how these problems have been 
answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


a = 
Reader’s Service Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of copies Number of copies Number of copies 


Bakeries & Bakery Products 





Gas Companies 








Department Stores 








Dairies & Dairy Products — - Telephone Companies — Restaurants & Cafeterias —— - 
Banks & Savings Institutions — - Insurance Companies -- Moving & Storage —_— 
Dry Cleaners & Laundries — Coffee Distributors —— Television & Radio Receivers ——— 
Groceries & Supermarkets —— Men’s Clothing Stores — Cosmetics & Beauty Preparations ——— 
Furniture & Home Furnishings = ——— Cough & Cold Remedies —-- Weight Control ——— 
Home Building & Real Estate Electrical Appliances —— Auto Dealers ——_ 
Jewerly Stores & Manufacturers Beer & Ale —- Women’s Specialty Shops rina 
Nurseries, Seed & Feed ~~ Position 

Hardware & Building Supplies 

Soft Drink Distributors Company 





Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & Oil 

Shoe Stores & Manufacturers 
Farm Implements & Machinery 


City Zone State 





Travel, Hotels & Resorts -—— Address 
a C0 I enclose payment C Bill me 


( Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
Electric Power Companies —- which includes the first 15 of the above Product Groups. 
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In the picture 


The director of the Federal Communications Commission network study, Roscoe L. Bar- 
row, is the dean of the University of Cincinnati Law School and has been in the govern- 
ment whirl before. He was with the National Labor Relations Board, Department of Agri- 
culture and Office of Price Administration as a government attorney and with the Depart- 
ment of Justice as a special assistant to Attorney General J. Howard McGrath, handling 
price violation prosecutions. The government work covered the years from 1938 to 1951. 
A native of LaGrange, N. C., he received his B. S. degree from Lewis Institute, which is now 
the Illinois Institute of Technology, in 1935. He got his law degree at Northwestern Uni- 
versity in 1938. He was named professor of law at Cincinnati University in 1949 and became 
acting dean in 1952, dean in 1953. He served with the Navy during World War II. 





Compton Advertising announces an appointment and a promo- 
tion. H. Grant Atkinson (left), for the last year and a half a 
freelance film and television writer-producer, has been named direc- 
tor of radio and television in the agency’s Chicago office. John 
Egan, an executive producer in the tv-radio programming depart- 
ment of Compton in New York, has been made a vice president 
of the agency. While on the freelance basis, Mr. Atkinson did 
work for D’Arcy Advertising, Chicago, and for Fred A. Niles 
Productions, also Chicago. Before joining Compton in 1951, Mr. 
Egan was with tv station wPIx in New York. 





The former general manager of CBS-owned wxtx Milwaukee, Edmund C. Bunker, has 
been named vice president and director of station relations, CBS Television. He succeeds 
Edward P. Shurick, who resigned to join Blair Television, national representatives, as ex- 
ecutive vice president. Mr. Bunker was appointed general manager of wx1x (formerly 
WOKY-TV) in November 1954. He joined CBS Television as an account executive in network 
sales in June 1949. In 1952 he was promoted to general sales manager of KNxT Hollywood 
and the Columbia Pacific Television Network. He was with ABC as an account executive 
during 1948-49. Before that he had an executive post at Avery-Knodel, station representa- 
tives, from 1945 to 1948. In World War II he served with the U. S. Navy. In another move 
Robert F. Jamieson, manager CBS-TV sales service, became station contact manager. 





The manager of wIsN-Tv-AM Milwaukee since March 1956, John B. Soell, has been named 
vice president and manager, WISN division—the Hearst Corp. The announcement comes from 
D. L. Provost, vice president and general manager, Radio-Tv Division—The Hearst Corp. Mr. 
Soell has a diversified background in broadcasting covering 18 years. He has been with 
stations, a network and a national representative in his nearly score of years. A native of 
St. Louis, Mo., he attended Washington University and studied law. He received his first 
broadcasting experience as a trainee account executive with station KxoK St. Louis. He 
was in on the early days of television as an executive with the DuMont network. Before 
coming to WISN, Mr. Soell was with H-R Television representatives in New York. He was 
a founder of the Radio & Tv Executives Listening Post job placement committee. 





ABC-TV has appointed Dean D. Linger director of advertising and promotion. He 
succeeds John H. Eckstein, who has resigned. For the last five years, Mr. Linger has been 
on the west coast as sales promotion and publicity director of KNxt Los Angeles and the 
Columbia Broadcasting Co.’s Pacific Coast Net-work. Before that, he was eight years with the 
American Broadcasting Co. in Chicago and Detroit; Mr. Linger joined the ABC Central Divi- 
sion publicity department in Chicago in 1944. Two years later he was promoted to the post 
of assistant publicity manager. Later he went to Detroit as sales promotion and publicity 
director of the American Broadcasting Co.’s WXYZ-TV-AM stations. He was in Detroit for 
the ABC radio and television outlets until 1950. He left Detroit to return to Chicago where 
he was appointed head of the Central Division’s promotion department. 
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ABC AFFILIATE CHANNEL 2 
Peters, Griffin, Woodward, Inc. 








Only ONE is atop the 
Continental Divide 
Serving both the Atlantic and 


Pacific Sides of America 


KXLF - TV4 Montana 
Butte 
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Kiss and kine: Fellow reports that 
on Tonight, Jack Paar said that when 
Bride and Groom was pre-empted by 
the World Series telecasts, it made 
kinnies each day to be shown later. 
And according to Jack, B and G pro- 
ducers got a call one day from a pair 
of kine participants, anxiously inquir- 
ing when their wedding would be on 
the air. They were waiting to start 
living together. 


4 
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Intentional pass: Mrs. Naomi Gage 
of Summit, N. J., an ardent New York 
Yankee fan ever since her school days 
(date not revealed), had been holding 
on for almost a year to a much-prized 
matinee ticket to the Broadway musical 
hit, My Fair Lady. However, the date 
of her ticket fell on the same day that 
the Yankees were to play the crucial 
third World Series game with the 
Milwaukee Braves. 

Probably thinking that George Ber- 
nard Shaw, who wrote Pygmalion, 
the play Fair Lady is based on, would 
not care, and Casey Stengel, Yankee 
manager, would never forgive her, 
Mrs. Gage decided in favor of sitting 
home and watching the game on tv. 
She sold her ticket to the show. 

When asked what she intended to 
do about seeing the show, Mrs. Gage 
is reported to have said, in the best 
traditional baseball manner: “Wait 
until next year.” 


* * * 


The sharpest comments we heard 
about the World Series telecasts came 
from two girls who were watching at 
home because they happened to get 


the flu during the games. One said 


that the baseball shown on the com- 
mercials was usually more exciting 
than that during the game itself. The 
other remarked that, judging from the 
commercials, baseball players are the 
tidiest of men. Instead of resting be- 
tween innings, they run into the dress- 
ing rooms and shave. 


* * * 


Packing ’em in: A tv show coming 
out of Moscow titled Evening of Merry 
Questions offered prizes to the first 
three persons who donned their winter 
clothing and showed up live at the 
studio. Within minutes, so many came 
in their winter garb, fur was flying all 
over the stage. Some 500 heavily-clad 
comrades clumped in front of the tv 
camera trying to pick up one of the 
prizes, as well as waving to friends 
still at home. Because of the confusion, 
the program was suddenly taken off 
the air. The official reason given for 
the cancellation was “for organiza- 
tional reasons.” 

The producers of the show are right 
now on their way to the moon. 


* * * 


That literate and witty television 
moderator, Dr. Bergen Evans, and his 
sister, Cornelia, have written A Dic- 
tionary of Contemporary American 
Usage on terms used in the business 
world. The authors have some perti- 
nent comments to make under the 
heading, client; customer. “Though, 
despite the protests of the purists, a 
client and customer are listed as synon- 
ymous in most dictionaries, the dis- 
tinction between one who purchases 
goods from another (customer) and 
one who applies to a lawyer for advice 
(client) is maintained in American 
usage. ... 

“That client and customer are not 
completely synonymous can be shown 
by the fact that client could not be 
substituted for customer in the adver- 
tising slogan, The customer is always 


right. The advertising agencies would 
probably be willing to say so, but the 
lawyers would not.” 


PRINTED BY PERIODICAL PRESS CORP., PHILA. 23, PA. 
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Everyone flips when they see those top Metro ratings . . . so if 
you like your pleasure BIG, start programming those fabulous 


MGM features now . . . and watch your spot billings multiply 
to KING-SIZE proportions. 


No need to buy ‘em by the carton either (although you'll save 
if you do). Even if you program only a few features a week 
you ll find that MGM-TV has a plan to fit your requirements. 


Pick any number of features from | to 723 for a F-L-E-X-I-B-L-E 
package of the greatest motion pictures with the greatest stars. 





BASIC NBC FOR NORTH TEXAS 


THIS FALL 


You can see color every day on Channel 5. 


WBAP-TV telecasts the complete NBC color line-up 


Plus these local color shows daily 


KITTY’S WONDERLAND ~— 11:00 AM each 
weekday. Fascinating entertainment for children featuring 


cartoons and “stories with a moral”. 


MARGRET McDONALD SHOW - 11:45AM 
each weekday. A long standing, popular show, with Margret’s 
comments on foods and fashions plus interviews with special 


guests. 


HIGH NOON NEWS -— 12:00 Noon each weekday. 
A complete roundup of latest local, regional, and national 
headline events. Features newscaster Tom Whalen with on the 


spot film reports. 





AMON CARTER AMON CARTER, JR. | HAROLD HOUGH GEORGE CRANSTON ROY BACUS 


Founder 


President Director Manager Commercial Manager 


PETERS, GRIFFIN, WOODWARD, Inc.—National Representatives 





